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ough Proofs 


The book publishers are now 
deciding on the titles of their new 
fferings with the aid of Gallup 
polls. Maybe they should adopt 
he same method of deciding what 
heir authors are to write. 


Babe Meigs wrote a story for 
The American Weekly in which he 
Hesignated Walter Eckersall as 
‘the greatest football player who 
pver lived.” And darned if he 
Hidn’t prove it. 


Eckie, of course, was a gridiron 
breat in the days when a football 
was something the player fre- 
huently kicked, instead of moving 
hlong with a good pitching arm. 
F 


Sullivan, Stauffer, Colwell & 
Bayles has moved into the select 
ircles of agencies billing $10,- 
}00,000, while still doing business 

a hotel. Do the clients expect 
oom reservations, too? 


Preston Tucker enthusi- 
stic throngs were glad to pay ad- 
mission for the privilege of seeing 

hand-made model of his new 
ar. Maybe he ought to stop right 

ere. 


Some Hollywood genius has | 


volved an idea for crossing a 
adio quiz show with a slot ma- 


hine jack pot, and the idea is just | 


rewy enough to be successful. 
FV 

“The biggest families in Amer- 

a live on farms.” 

Even with mechanized equip- 


ent, the farmer still has to have| move the state’s 100,000,000 box|New York, and the retail trade 


few boys to do the chores. 


Columbia beat Army’s football | °f the beverage essence is already |emphasis from the retailer to the 


eam just in time to prove to Gen. 
isenhower that he won’t have to 
ake a demotion when he moves 
0 Morningside Heights. 

vvr 


State Teachers’ Magazines says 
eachers’ salaries have been in- 
reased $350,000,000 a year. And 
on’t discount the value of those 
iny red apples, either. 


“For five weeks,” reports Col- 
ier’s, “the whole nation read Far- 
ky, talked Farley, heard Farley 
ver and over again.” 

And now they’ll have to go 
rough the whole thing again 
hen his book comes out. 


“Enlarged facilities now makes 
possible to handle considerable 
ore composition,” advertises a 
‘pographic house. 
How’s your proofroom? 

vvy 


The Smith Davis Corporation 


n't working for the Treasury, but 
‘tir sales of newspaper and radio 
roperties are making a lot of 
PPital gains taxes for Uncle Sam 
co'lect. 

Jin. Woolf talks about “the lazy 
Res‘ran who sneaks off to the 
hll same when he ought to be 
Making calls.” 

Th son-of-a-gun ought at least 
P tai e a good prospect with him. 


Copy Cus. 


Cobbs fo Launch 
New Five-Cent 
Orange Drink 


$10,000,000 Project 
Ready; Plans U. S. 


International Sales 


Mriami— The country may be 
crying for a good nickel cigar, but 
Henry Cobbs, Florida’s “Citrus 
Santa,” is just about set to give it 
a good, five-cent orange drink. 

The new Cobbs beverage will 
make its world premiere at the 
annual convention of the Ameri- 
can Bottlers of Carbonated Bev- 
erages in Atlantic City, Nov. 17-21. 
Cobbs has plans for both U. S. and 
international sales, and all the 
oranges he may eventually need 
may help dispose of an annual 
orange surplus. 

Cobbs, who already has earned 
the title of Florida’s best salesman, 
achieved outstanding success with 
his fancy fruit business, which is 
expected to exceed a $3,000,000 
gross this year. But the pure 
orange drink, selling for no more 
than a nickel, has always been his 
| particular aim. 


New Company Formed 


The Florida marketer is head 
of Cobbs Fruit & Preserving Com- 
pany, which has built up a tre- 
|mendous mail order business in 
‘tropical fruits and preserves (AA, 
|Nov. 11, °46). His new Cobbs 
| Beverage Company is a $10,000,- 
|000 project which Florida citrus 
| growers confidently expect to help 


| orange crop. 
| The pilot plant for production 


|/under construction here, and de- 
sign of the Cobbs bottle, cap and 


| label has been completed. Sub- 


| International, are in the process | 
of formation, and bottlers are be-.| 
|ing lined up to produce and dis- 


tribute the new nickel drink. 

Merchandising plans at the At- 
lantic City convention later this 
month include the leasing of an 
open-front store on the Board- 
walk, orange-colored balloons 
bearing the Cobbs’ imprint, and 
some 3,000 bottles of the drink 
which, incidentally, is not car- 
bonated. These will be distributed 
to visitors at the display store. 


Vending Machines Ready 


A new type of vending machine 
also will be demonstrated at the 
| bottlers’ convention, and specially 
(Continued on Page 92) 


Are Controls... 


on the way back? See 
‘In Washington’, Page 
40. Other features: 


| 


| Ad-libbing . . 12 
| Advertising in the Test Stage 54 
| Advertising Market Place 64 
| Department Store Sales 87 

Editorials 12 
| Getting Personal 20 
| Inforriation for Advertisers 
| Obituaries 
| Photographic Review 79 
| Private, Lines ....... 60 


Rough Proofs 
| Voice of the Advertiser 


sensational new way to paint | 


( 


PAINT GUN . 


SEND-OFF—H. D. Hudson Mfg. Co., 
Chicago, will launch national advertis- 
ing for its new Speedway paint gun 
with this full page and six 40-line 
teaser ads, all in the Nov. 29 Saturday 
Evening Post, via John W. Shaw Ad- 
vertising. (Story on Page 91.) 


Greenfield Brand 
Names Test Perks 
Up in 2nd Week 


GREENFIELD, Mass. — Greenfield 
'remained ‘in the nation’s spotlight 
‘last week as national advertisers, 
|major agencies and leading pub- 
lications pinned their hopes for a 
|new mode of advertising on the 
outcome of the local “grass roots” 
brand names experiment (AA, 
Oct. 27). 

Now in its second week, this 
experiment—sponsored jointly by 
the Brand Names. Foundation, 


3-Media National Volume 
Ils Seen at $825,000,000 


Treasury Belittles 
Tax ‘Advantages’ 
of Co-op Groups 


WASHINGTON—The Treasury De- 
partment stepped into the contro- 
versy over the tax status of co- 
operatives Friday with a study of 
farm co-ops stressing the diffi- 
culty of subjecting such organiza- 
tions to taxes comparable to those 
enforced against individually- 
owned businesses and corporations. 

Though Treasury makes no pol- 
icy recommendations, its study of 
the farm groups, which it con- 
siders typical of all co-ops, mini- 
mizes them as a threat to other 
businesses, and questions the 
effectiveness of tax changes sug- 
gested by the National Tax Equal- 
ity Association and other groups. 

In connection with the charges 
that tax privileges of farm coop- 
eratives have given them an ad- 
vantage over competitors, the 
Treasury study states that the 
dollar volume of business done 
by the cooperatives has increased 
more than two and a half times 
since 1939. 


Says Manufacturing Unimportant 


“However, it appears that the 
business of the cooperatives has 
not increased faster than that of 


|sidiary companies, including Cobbs | 


other types of firms doing business 
with farmers,’ Treasury said. 
“There has been an increase in 
manufacturing by cooperatives, 
but such manufacturing is of little 
significance in the aggregate.” 
Treasury finds that about half 
the farm co-ops waive their in- 
come tax exemption in order to 
(Continued on Page 92) 


|division of the Greenfield Cham- 
of Commerce—shifted its 


|consumer, whipping up local in- 
| terest from the apathetic condition 
which existed during the first two 
'days of the brand names promo- 
(Continued on Page 89) 


Last Minute News Flashes 
Textron Budgets $100,000 for New Fabric 


New YorK—Textron, Inc., will spend more than $100,000 in 1948 to 
advertise new Textron-Tricot operations. The company has scheduled 
a number of four-color pages in Life and six-color pages in both 
Harper’s Bazaar and Vogue. The new quick-drying textile fabric and 
finish eliminates ironing. J. Walter Thompson Company is the agency. 


Second Army Appoints Hickerson Agency 

WASHINGTON—The Second Army, with headquarters at Fort Meade, 
will sign J. M. Hickerson, Inc., Washington and New York, to handle 
its $100,000 account. Dorland, Inc., which handles accounts for the 
First, Fifth and Sixth armies, had been among five finalists compet- 
ing since August for the Second Army contract. (AA, Aug. 11.) 


Chase & Sanborn Instant Coffee Tested 


New York—Standard Brands is announcing in the Midwest a spe- 


with 840-line copy appearing in the Chronicle, Muskegon, Mich. 
J. Walter Thompson Company here is the agency. 


Panther-Panco Names Reingold Agency 

CHELSEA, Mass.—The Panther-Panco Rubber Company, manufac- 
turer of Biltrite rubber heels and soles and Panolene soles, has trans- 
ferred its advertising account from Bresnick & Solomont, Boston, to 
the Reingold Company, Boston. Newspapers, business papers and 
| point-of-sale will be used. 


‘Lost Moment’ in Baltimore Test 

New YorK—Walter Wanger’s new picture, “The Lost Moment,” is 
being given a test opening in Baltimore, where newspapers are 
scheduled. As it goes uational, newspapers are expected to be the 
major medium. Released through Universal-International, advertis- 
ing is placed by Monroe Greenthal Advertising. 


(Additional News Flashes on Page 95) 


Magazines, Farm 
Papers Advance 20%, 
Newspapers 25-30% 


New YorK—With magazine and 
farm publication dollar volume 
thus far this year about 20% ahead 
of the same period of 1946 and 
newspaper national volume rising 
25 to 30%, the combined national 
advertising volume in these media 
and in network radio for 1947 
probably will total a record $825,- 
000,000, the Magazine Advertising 
Bureau has estimated. 

The total, MAB added, will be 
larger despite the fact that net- 
work radio billings, down $4,400,- 
000 to $123,600,000 in the first 
eight months, and may _ reach 
$190,000,000, gross, or about $130,- 
000,000 net for the year. 

The 101 general and 11 national 
and regional farm publications 
covered by Publishers Informa- 
tion Bureau, it was shown, had a 
gross advertising revenue of $276,- 
000,000 in the first eight months of 
1947, against $228,600,000 in the 
parallel period of 1946. Newspa- 
per Sunday supplements are not 
included. 


$440,000,000 in Magazines 


On this basis, MAB explained, 
“we believe it conservative to 
estimate total 1947 magazine ad- 
vertising volume at $440,000,000, 
against $381,000,000 in 1946.” 

General and automotive linage 
in newspapers of 52 cities covered 
by Media Records showed an in- 
crease of 24.8% in 1947’s first 
eight months. “Allowing for news- 
paper rate increases,” the report 
said, “this would indicate an in- 
crease in national newspaper dol- 
lar volume to about $295,000,000— 
compared with MAB’s national 
newspaper estimate for 1946 of 
$228,000,000.” 

The Bureau of Advertising, 
ANPA, MAB explained, has re- 
leased an estimate for 1947 of 
$350,000,000. “But as nearly as 
we can determine, that figure in- 
cludes a 10% allowance for art 
and preparation charges. Taking 


Will Harmonica 
Players Rule Air? 


New YorkK—If the AFM musi- 
cians decide to rest from record 
making and network broadcasting 
next year, it may turn out to be 


ithe age of the harmonica players, 


cial introductory five-cent sale on Chase & Sanborn’s instant coffee, | 


the ukelele strummer and the 
jew’s harpist. 

Despite the virtuosity and popu- 
larity of such record artists as the 


Harmonicats, these instrumental- 


lists are not recognized as “musi- 


|cians” by the federation. 


Except 
for rare instances when a national 
ruling is called for, each local de- 
cides on eligibility for member- 
ship. 

Others in New York whose serv- 
ices might be called on for re- 
cording and broadcasting without 
asking permission of James C. 
Petrillo include persons who can 
perform on the kazoo, castanets, 
ocarina, cigar box fiddle, and 
musical combs and glasses. 
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that out brings the bureau’s esti- 
mate down to $318,000,000.” 


Discusses Art Costs 


months of 1947, or 4.7%. The! 
average four-color rate the| 
|same period, MAB reported, in-| 


|creased from $3.57 to $3.76, or'| 


If art and preparation charges | 5.3%. 


were included in the magazine fig- 
ure, it would be increased from 
$440,000,000 to $484,000,000, MAB 
continued. “In any event, there is 


no doubt that magazines continue | 
to be the nation’s leading national | 
advertising medium —by a sub-| 


stantial margin.” 

For 1946, MAB estimated na- 
tional advertising in magazines 
and newspapers, plus net time 
charges on national networks and 
spot radio, at $828,000,000. For 
1947 the corresponding total is ex- 
pected to be “at least $950,000,- 
000.” 


MAGAZINE ADVERTISING 
COSTS RISE IN 1947 

New YorK—The average black- 
and-white rate per page per thou- 
sand circulation of 36 magazines 


studied by the Magazine Adver- 


tising Bureau rose from $2.57 in 


Since 1920, average black-and- | 
white costs (the number of maga- 
zines covered increasing gradually | 
from 27 to 36) dropped from $3.19 | 
to $2.50 in 1942, and have gener-| 
,ally increased since then. 

In the same period (the publi- 
cations covered ranging from 14 
to 36), the four-color rate dropped | 
‘from $5.88 to $3.49 in 1942, and 
|then moved generally upward. 


Readies NISA Yearbook 


National Industrial Stores As- 
sociation, Washington, will issue 
| its 1948 NISA Yearbook, 5th edi- 
tion, in January. The pocket-size 
_book will carry a list of member 
| stores, names of buyers, locations 
|of individual stores and buying 
headquarters, as well as a new 


| 


Fire Underwriters | 
Appoint Mathes Agency | 


The National Board of Fire 
Underwriters, New York, has ap- 
pointed J. M. Mathes, Inc., New 
York, to handle its advertising. 
Mathes replaces MacFarland, Ave- | 
yard & Co., New York, which had 
handled the account for the past | 
several years. 

The new agency was chosen) 
after several months of study by | 
an advisory committee of adver- | 
tising managers drawn from the 
National Board’s member com- 
panies. Approximately 30 adver- | 
tising agencies competed for the) 


| 
account. 


Heads Standard Brands 


Joel S. Mitchell, formerly vice- 
president in charge of the inter- 
national division, has been elected 
president of Standard Brands, 
Inc., New York. succeeds 
James S. Adams, who becomes | 
chairman of the board. Before} 
joining Standard Brands in 1944, | 


|feature—a list of non-affiliated 
|companies in the coal, steel and 
textile industries operating indus- 


1946 to $2.69 in the first six| trial stores. 


Mitchell was list vice-presi- | 
dent of Kellogg Company, Battle | 
Creek, Mich. 


does 


radio time cost more 


after 6 B.M.? 


NAB Code to Get 
Screening Before 


Final Board Vote 


WasHINGTOoN—A three-man, 
“screening” committee will meet | 
at NAB headquarters Nov. 3 to| 
prepare the way for final board | 
action on an industry “standard | 
of practice” scheduled to be effec- | 
tive Feb. 1. 
Facing the “screening” group | 
are letters from more than 100) 
individual broadcasters, and im-| 
portant recommendations from | 
formal committees representing | 
independent stations and FM op- | 
erators. 
Many of the complaints that the | 
board is to get when it assembles 
on Nov. 13-15 relate to proposed | 
limits on commercial time. In- 


dependents and FM broadcasters | pro 


alike fear that 15-minute time 
segments proposed in the pending 
|code would cut station break 
‘announcements down to 20 sec- 
| onds. 
| Accept Time Limit 


| 


In substance the independents 
‘and FM broadcasters accept a 
‘three - minute commercial time 
‘limit in each quarter-hour pro- 
|gram segment, but they want to 
be sure that they can have one 
minute station break announce- 
without eating into the 
commercial time allowed for each 
program segment. 

A special committee of inde- 
/pendents under Ted Cott, New 
| York, submitted a code “rewrite” 
which assures up to 3% minutes 
|of commercial time every 15 min- 
utes. NAB’s FM committee, using 
‘slightly different wording, sug- 
| gested that the over-all maximum 
'of three minutes of commercial 
_time in a 15-minute program seg- 
'ment be altered to exclude time 
‘devoted to “station break” an- 
/nouncements between programs. 
| After an all-day session on code 
,revision the independents asked 


| permission to send their own rep-| 


resentative to the Nov. 13-15 board 
meeting. In addition, they want 
'NAB to circulate the resulting 
code revisions for 60 days before 
making them final. 

Must Be ‘Practical’ 


@ Bill newspaper space like radio time . . . and an evening news- 
paper would get a higher rate because it was an evening newspaper. 


“A” time starts at 6 P.M. Why? Because the radio people know 
that evening audiences are more relaxed, more receptive, more re- 
sponsive. So are evening newspaper readers. They ve 
stopped hustling for the day and have time to get 
your message. 


Indianapolis and its 33 surrounding counties offer 
a market with plenty of buying power. The Indian- 
apolis News, an evening paper with the largest daily 
circulation in Indiana’s history, covers that market 
more effectively than any other. In Indianapolis the 
resultful reading time is evening ... and the resultful 
medium is The News. 


—IN DAILY CIRCULATION 
—IN DAILY ADVERTISING 


—IN THE HEARTS OF HOOSIERDOM 
OWNING AND OPERATING RADIO STATION WIBC 


DAN A. CARROLL 110 E. 42nd New York 17 The JOHN E. LUTZ CO., 435 Michigan Ave., Chicago 11 JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 | at sporting events after the event. 


| “It would be ridiculous to put) 
'the code into effect if a majority 
'continues to find objections,” Mr. | 
Cott said. “Unless the board comes | 
‘up with a practical code, the re-| 
sult will only be wholesale res-_ 
|ignations from NAB.” 

The committee of independents 
agreed to the ban on double-spot- 
ting, whether the announcements 
are by the same sponsor or two 
different sponsors. They felt sta- 
tions should be allowed, in addi- 
tion to other commercial time, two | 
“service announcements” an hour, | 
provided they run no more than | 
| 15 seconds. 

The FM broadcasters urged that 
identification of studio location be | 


immune from commercial time} 
classification. They pointed out} 
that many stations maintain | 


studios in hotels and customarily 
mention this fact when giving 
|station identification. 


Suggest Tempering Ban 


Independents and FM broad-| 
casters both asked modification of 
the ban on money-raising on re- | 
ligious programs. The FM people | 


'suggested solicitations be per-| 
mitted for “bona fide Sar | 
purposes.” The independents felt | 


they were proper when conducted | 
in the same manner that they are 
conducted during religious serv-| 
ices. | 

FM broadcasters held out for| 
permission to report “prices” paid 


OPENS DRIVE—This page in Life, Oct. 
27, opened the biggest campaign eve; 
put behind Sunshine Biscuits’ Cheez-|; 
crackers. In addition to a list of na. 
tional magazines, outdoor posters wil 
feature the product coast to coast. 


Though asserting that final prices 
are “legitimate news,” the FM 
deasters agreed that the ba 
on “prevailing odds’ should re 
main. 

Independents asked a_ 
_change to permit dramatization oj 
political and other controversia 
issues so long as sponsorship j 
| clearly identified before and afte 
| the program. 
| Independents also said that ; 
/rule against dramatization of po 
\litical and controversial issue 
| would violate freedom of speech 
| Their substitute promised sponsc 
|identification before and after th 
broadcast. 


Arthur Kohler Named 
Curtis Ad Director 


| Arthur W. Kohler, manager 0 
|The Saturday Evening Post sinc 
| 1943, has been elected vice-presi 
| dent and direc- 
tor of advertising 
of Curtis Pub- 
lishing Company, 
succeeding the 
late Fred A. 
Healy. 
| Mr. Kohler 
| joined Curtis in 
| 1925 as a Post 
advertising solic- 
| itor in the Phila- 


: 


Arthur Kohler 


4 


i'delphia branch 

office. The fol- 
lowing year he 
was named manager of the Ladi 
Home Journal in that office, and 
| November, 1927, was advanced 
manager of the entire office. H 
took over as manager of the Ne 
‘York office in August, 1937, re 
maining there until Novembe 
1943, when he was recalled | 
Curtis headquarters as Post mah 
ager. 


Noggle Appoints Agen 
William H. Noggle Compan} 
Manheim, Pa., manufacturer 
the Iwanta line of children’s wea 
has appointed Beaumont, 
& Sperling, Reading, to handle ! 
account, effective Jan. 1. 
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DP—The INSTITUTIONS 
ogozine campaign in- 
tated was based on 
to promote effi- 
ny, sanitation and 
proved facilities of all 
pes of institutions. 


NTER—The DOMESTIC EN- 
NEERING project repre- 
nted has been a vital 
‘tor im keeping prices 
own, keeping production 
P and stimulating sales. 


PITOM—This DOMESTIC ENGI- 
ERING EFFORT is part of a 
Mtinving program to produce 
ximum readability, reader 
terest and attractiveness for 
try page of every issue. 


SEE NEXT 
PAGES 


co 
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\ TREAT MENT, pes! | | | 
fa \ RANCE : 


Three more awards have been received by DOMESTIC 
ENGINEERING PUBLICATIONS. During the past seven 
years DOMESTIC ENGINEERING editorial programs 
have been signally honored by our nation’s top-flight judges of 
editorial excellence. 


Why do we call attention to these achievements? First, because 
they are of definite significance not only to our advertisers but 
to every manufacturer whose products have an application to the 
fields served by DOMESTIC ENGINEERING PUBLICA- 
TIONS. For, behind all of the editorial projects of these publi- 
cations there is organization, teamwork, balance and attention to 
long range objectives. Not only are these the ingredients of prize 
winning editorial programs, they are prime requisites which must 


NEW FACTS ON BONE 


STEP UP BE 


be provided by a publication if the advertising carried in it is to 
be of greatest possible benefit to readers and advertisers alike. 


This year’s awards signify a consistent, year-after-year effort 
plus a constantly broadening base of editorial service. The prize 
winning achievements of past years have become the basis for 
greater and more noteworthy accomplishments of succeeding 
years. This has been demonstrated by the growing intensity of 
the competition for these prizes. Over 660 entries were registered 
in this year’s contest. 


We call attention to these awards because we feel a glow of 
what may be called justifiable pride that our efforts, originally 
launched as a routine service for our industry, should be held up 
for such outstanding recognition among all business publications. 


CONSULT YOUR 
ADVERTISING 
AGENCY 


ABOUT THESE 
PUBLICATIONS 


a 


j far the best series of ertictes or editerinty 
> 
1 —— YLRillian Involved E 


ENGINEERING PUBLICATIONS 


| D 


x 
\ 
for the best series of articles or editorials Vi published) 5 toxthe For the best series of articles, or editorials For the best of 
published during the twelve months by during the twelve months (he twelve 
eighth annual competition % camectdinn } 


: Nine times from 1939 to 1947, as represented by the plaques shown above, honors have come to DOMESTIC | 
' ENGINEERING PUBLICATIONS. The three plaques reproduced immediately above represent the three awards re- | | 
» ceived in 1947. Rarely has an honor so great been bestowed on one organization . . . seldom has such a degree of consistency ay 
been approached .. . in these competitions in which hundreds of business papers participate. | 
| Yl | 1900 PRAIRIE AVE. CHICAGO 16, ILL. 
Domestic Engineering © Domestic Engineering Catalog Directory | | 
Institutions Magazine Institutions Catalog Directory) | 
| 
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Canadian Agencies 
Will Seek Boost 


in Commissions 


Higher Costs Cited 
at Convention of 
Major Advertisers 


ToRONTO — Mounting costs and 
higher agency commissions came 
in for attention at the annual con- 
vention of the Association of Cana- 
dian Advertisers at the Royal York 
Hotel here Oct. 29-31. 

While postwar price boosts have 
become a major concern of adver- 
tisers, as well as agencies and 
media, the question of a possible 
hike in agency commissions was 
limited to closed sessions of the 
group. 

The Canadian agencies, it is said, 


probably will ask publishers to 
grant a straight 17% commission. 
The cash discount*may be discon- 
tinued under this plan. Members 
of the Canadian Association of Ad- 
vertising Agencies, who conferred 
with ACA leaders here, are said 
to be seeking an early meeting 


| with the Periodical Press Associa- 
| tion on the commission question. 


Opposed by Advertisers 


Since publishing costs have 
mounted considerably since the 


war, higher commissions are op-| 
| posed by some advertisers who see | 


/such a step followed by increased 
advertising rates, with Canadian 
|manufacturers and other firms 
oy footing the bill. 


Plans for the U. S. program to 
| enlighten the public on the advan- 
tages of the free enterprise system 

were described at a joint meeting 
of the ACA and the Advertising 


and Sales Club of Toronto, which | 


marked the opening of the con- 
vention. H. M. Shackelford, vice- 
president in charge of sales pro- 
motion, Johns-Manville Sales Cor- 


poration, New York, has headed 
the committee in charge of the 
campaign, which was undertaken 


|jointly by the Association of Na- | 
'tional Advertisers and 


American 
Association of Advertising Agen- 
cies. 


Foreign ideologies seek to force | 


| their principles on people through- 
‘out the world, Mr. Shackelford 
|said, “and the hard core of re- 
| sistance is right here on the North 
-American continent.” 


See Need for Action 


“Our economic system is a very 
/complex mechanism and we are 
inclined to take it for granted,” 
/he warned. “Business men, too, 
jhave been inclined to take the 
/house in which we live too much 
‘for granted. enlightened 
| management is obtaining a deeper 
|appreciation of the need for ac- 
| tion.” 

Leonard E. Read. president of 
the Foundation for Economic Edu- 
cation, New York, declared that 
“the job for all of us who are 
working in this field is first to 


In Philadelphia—nearly everybody reads The Bulletin 


The Sunday Bulletin — first issue 


published February 9, 1947 


Advertising Age, November 3, 


find those who are in search of; George S. Bertram, Swift Cana- 


Laurie L. Lehtin has been a| 
pointed general manager of Nz 
tional Cooperatives, Chicago 
buying organization for region 
cooperatives. Mr. Lehtin, for t! 
past five years manager of Ce! 
tral States Cooperatives, Chicag 
succeeds T. A. Tenhune, who ré 
elected were’ signed. 


He succeeds Neil 
B. Powter, How- 
ard Smith Paper 
Mills Ltd., Mont- 
real. Athol Mc- 
Quarrie, Toronto, 
ager of the group. 

Vice - presidents 


Harold Jackson 


is general man- 


More Advertisers 


Use More Space _ 


Sportsman’s Magazine 


economic understanding, and sec- | dian Company Ltd., Toronto; Lee 
ond, to awaken a desire tor it. ‘Trenholm, Underwood Ltd., To. 
“It is pointless to indulge in| ronto; Mrs. Muriel Gillespie, Cour. 
|personal or political controversies |taulds (Canada) Ltd., Montreal; 
or to seek to force ideas on any- | Hedleigh T. Venning, Shiriffs Lid, 
‘one,” he added. “If tue thought-| Toronto, and J. G. Hagey, B. F. 
leaders in each community can|Gocdrich Rubber Company 0 
‘be located and provided with fac-|Canada Ltd., Kitchener. J. P. 
tual material and ideas on which | Lyons, Manufacturers Life Insur- 
/ sound economic thinking can be|ance Company, Toronto, was re- 
| based, then such a strong case will | elected treasurer and J. A. M. 
be made for the philosophy of | Galilee, Toronto, was named sec- 
individualism and human liberties | retary. 
| that it will be unassailable. | Three new directors also were 
“Literature to present the case elected, including E. T. Gater, 
for individualism has been sadly Sterling Products Ltd., Windsor; 
ineffective, and almost completely |M. M. Schneckenburger, House of 
lacking in recent years. Yet lit- |Seagram, Montreal, and James F 
erature against individualism has | Scruton, H. J. Heinz Company 
been rampant. Something has to | Ltd., Toronto. 
be done to make literature espous-| Major award of the 33rd an- 
ing the cause of liberty more|nual convention was _ presented 
readily available.” | Wednesday to Larry R. Greene 
| president, L. R. Greene Ltd., To- 
Urges Honest Research 'ronto, who was awarded a gold 
Greater honesty with the con- medal in recog: 
sumer in using research was urged nition of his out, 
by Donald S. Frost, assistant di- standing contri- 
/rector of advertising and research, bution to Cana 
Bristol - Myers Company, New dian advertisin 
York. Pointing out that many | and to advance 
/companies are using consumer re- ment of the pro 
‘search findings in their advertis- | fession. Silve; 
_ing claims, he charged that “many | medals, in tributq 
of them are distorting techniques to similar efforts 
findings in such a way as to | were awarded 
_be misguiding and dishonest,” thus | W. B. Tingle 
discrediting both the research tool| larry Greene Montreal, wh 
-and the advertising profession. recently _ retire 
_ Mr. Frost forecast a “period of | 4S advertising manager of the In 
‘development where advertising Perial Tobacco Company of Can 
will become more exact and scien- ada Ltd.; Harry J. Caverhill, man 
tific, and where the greater use | 48er of the creative department 
of consumer research will mean Cockfield, Brown & Co. Ltd., T 
less waste in the advertising dollar Tonto, and George W. Jame: 
because we will know the people | editor of the Canadian Statesma 
we want to reach and the best and Bowmanville. 
most effective way to reach them.” | sage a 
Harold J. G. Jackson, advertis- | Coulter Elected V.P. 
ing manager of Chrysler Corpo- | Siete, Cons. & Milding. Ne 
jration of Canada Ltd.,. Windsor, York, has elected Douglas Coulte: 
| was elected presi- |radio director, a vice-presiden: 
dent of the asso- ‘Previous to joining FC&B, M: 
ciation, which Coulter vice-president 
was organized charge of programs for CBS an 
nearly 35 years before that, vice-president an 
ago and has now radio director of N. W. Ayer 
reached a_ total Son. 
146 companies. Co-op Names Lehtin 
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the In M.1.’s 31,500 plants make 89% of the nation’s mannfacturing output. M.I.’s 220,000 (55,000 primary) readers are at all management levels, and 
of Can Aim at the biggest potential; help your own and distributors’ salesmen have the authority to act. You can build reputation and sales for your 
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VISIBILITY 


In Big M.I., no solid ad section buries your copy and covers its punch. Big M.I.’s pictorial journalism wins two to four times as many readers 
Readers are led by vital editorial text and story-telling pictures from per page as follow straight editorial text. You get the same big area for 
cover-to-cover to give your ad the spotlight of maximum exposure. . your product message. Your ad gets jumbo readership and results! 
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Big M.I. has distinguished readership and illustrious advertising. You Your advertising produces more by being seen in more plants, by more 
build greater prestige for your company and your product by being influential executives. Big M. 1.’s reader-traffie gives your advertising 
seen in the right place, with the right companies and by the right people. more visibility and helps you to make better impressions and more sales! 


... tor less 


To reach the active management people in the nation’s top 31.500 plants —consti- 
tuting 89% of your potential sales volume in the manufacturing industries — costs 
you only 1%4¢ per plant per month, Big M.I. is big in value and big in results! 


Staff-researched and staff-written 
ae for all management men concérned with making and market- orrrw 


ing better products at lower cost, PICTORIAL JOURNALS 


Published by Magazines of Industry, Inc., 347 Madison Ave., New York 17, N. Y. 
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‘Life’ and ‘Time’ 
Boost Ad Rates 


New YorkK—Effective April 5, 
1948, advertising rates of Life and 
increase. 
There will be no circulation boost. 
Advertising rates in Life, based 
on an average net paid circulation 
increase from 
$15,225 to $16,600 for a black and 


Time magazines. will 


of 5,200,000, will 


| $22,000 to $24,500, four-color page, | 


;and from $28,500 to $31,750 for 
back cover. 

The second and third cover rates 
are the same as the four-color 
page rate. 

Time will increase its rates 
| (based on a 1,500,000 paid circu- 
| lation) on black and white page 
from $5,200 to $5,700; black and 
one color page from $6,560 to 
$7,190; four-color page from 


white page; from $18,600 to $20,-| $7,800 to $8,550, and back cover 
500 black and one color page;|from $9,880 to $10,830. The sec- 


ond and third cover rates are the 
same as the four-color page. 

Advertisers of both magazines 
will be given a 13-week protec- 
tion period. 


KFRO Moves Studios 


Station KFRO, Longview, Tex., 
has moved from the Glover-Crim 
building to new studios in the 
Curtis building, where new RCA 
console equipment, turntables and 
other equipment has been in- 
stalled. 


Advertising Age, November 


Opens Boston PR Office 


John Mason Potter has resigned 
as vice-president of Robert Play- 
fair & Associates, Boston, to open 
his own public relations office in 
that city. He formerly served with 
the Boston Globe. 


Heads Kelly, Zahrndt 


Virgil A. Kelly has been elected 
president of Kelly, Zahrndt & 
Kelly, St. Louis agency, to suc- 
ceed his brother, the late Charles 
F. Kelly Jr. 


WHETHER YOU SEE THEM 
IN ROCKEFELLER CENTER ...OR IN SAUK CENTER, MINN. 


Of course, they look alike. They dress alike— 
and they think alike—for intelligent, news- 
minded people are distributed over this 
country with a pepper shaker. They live every- 
where—and they share the same outlook and 
interest in the world today. 

One sure guide to families with affluence and 
influence is their readership of news magazines. 

With more than a million circulation, one- 
third of all the families who take news maga- 
zines today depend on Pathfinder for sane, 
salty, human news reports. They are people 


OVER 1,000,000 ALERT, NEWSMINDED 
FAMILIES READ PATHFINDER TODAY 


Alike 


who are outstanding in home ownership, in- 
come, and community leadership right across 


the whole country. 


Pathfinder is a direct approach to such 
people in the important Main Street towns— 
the trading centers for some of America’s 
richest communities, where more than half of 
the nation’s retail buying power is found. 

Have you seen the new Pathfinder story? 
Just phone or drop usa line, atWashingtonSq., 
Philadelphia—or at our offices in New York, 
Chicago, Detroit, Cleveland, or Los Angeles. 


FARM JOURNAL INC., also publishers of FARM JOURNAL—BIGGEST in the country. GRAHAM PATTERSON, President 


Research Can’t 
Substitute for 
Brains: Roper 


CuiIcaco—“I’m not at all sure 
that copy testing hasn’t been car- 
ried to extremes, and I doubt that 
the public is as good a writer of 
advertising copy as a good copy- 
writer,” Elmo Roper, famed re- 
searcher and public opinion poller, 
told the Chicago chapter of the 
American Marketing Association 
last Tuesday. 

Too great reliance upon research 
has a definite tendency to stifle 
creative ability and artistic orig- 
inality, Mr. Roper said, declaring 
that this is already becoming evi- 
dent to some extent in the movie 
industry, where efforts to tailor- 
make pictures to the expressed 
desires of audiences mean, he said, 
a formularization that prevents 
adequate use of creative and artis- 
tic ability. 

The public, Mr. Roper said, can’t 
tell you what it wants when the 
thing under discussion doesn’t 
exist. As an example he reported 
that a prepublication attempt to 
determine whether anyone would 
buy Life showed that “no one 
wanted it.” Similarly, he said that 
“we know research can’t design 
an auto. We can find out what 
people like or dislike, but you can’t 
actually build a car to the speci- 
fications you get as a result of con- 
sumer research. Special skills and 
artistry and knowledge are needed 
to do that job. 


‘Sit Down and Think’ 


“It seems to me important t 
point out that marketing research 
can’t serve as a_ substitute for 
brains or creative ability. There is 
an awful lot of research that ought 
not to be bought. Instead, some 
overpaid vice-president ought t 
sit down and think for 15 minutes 

“Research is an extremely im: 
portant tool in the sales, market: 
ing, public relations and employ 
relations kit. But it is just one o! 
many tools, and we must recognize 
its definite limitations. 

‘“‘We can do the research, but we 
have no way of forcing policy 
executives to use it; and while thd 
situation here is becoming increas 
ingly better, I would guess that 
good fourth of all research neve! 
gets used. Likewise, we can 
prevent executives from makings 
policy mistakes after they get thi 
research.” 


Questions Election Polls 


Mr. Roper also expressed somé 
concern over the possible effect 0 
election polls on party nominatin; 
conventions and also on the avail 
ability of good candidates. If 
pre-nomination poll shows a part 
doesn’t have a chance of electin 
its candidate, he said, that maj 
prevent the best candidates fron 
running. 

On the other hand, he said ther 
is much evidence available 
prove that pre-election poll 
change no votes; if they did, the! 
would invalidate the findings ‘ 
the polls, since if a poll showé 
that one party would win wi 
60% of the votes and the poll itse! 
affected voting, then the mar! 
for the winning party would n& 
be 60%, but perhaps 70% or mor 
This has never occurred, he r 
ported. 


Rejoins Frost Agency | 
James E. Cruickshank, former} 
sales promotion manager and 2° 
| sistant director of public relatio 
of Raytheon Mfg. Company, W2 
tham, Mass., has rejoined Harm 
M. Frost Company, Boston, as ¢ 
| count executive. 


‘Walsh Names Smith 
| Walsh Refractories Corporati 

St. Louis, has appointed Ray 
Smith Advertising Agency, ¥ 
Louis, to handle its account. Bus 

ness papers and direct mail W4 
be used. 
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co "CBS Press Information is BEST...for the NINTH | 
1t what consecutive vear." 
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A ete In fact, CBS was the top choice of more of these 
editors than all other network publicity-— 
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Another reason why you sell more to 
Chicago women when you build your 
promotion around the Chicago Tribune 


You sell to Chicago women with greatest economy and effectiveness 
Second prize of $1,000.00 was when you build your promotion around the newspaper which 


taken by Oldric Royce of New does more to serve the interests of women. 
York, for his afternoon dress of spice 


silk which Consider, for instance, what the Chicago Tribune does to present to 
women exclusive fashion news they can get nowhere else. 


saeaing. Were Sy Suns Con. The Chicago Tribune, like other newspapers and periodicals, 


for decades has sought to keep its readers informed of the 
changing picture in the world of fashion. 


Wanted—Exclusive Fashion News 


When the Germans overran Paris in 1940, they shut off a news source 

long regarded as the world’s style capital. No longer able to send its artists 
and color camera to the Paris salons, the Chicago Tribune took steps 

to provide an equally dramatic source of fashion news. 


In July that year, the Tribune announced an American Fashions 

competition offering $7,500.00 in cash prizes for the best designs of women's 
outer wearing apparel. The most attractive sketches, the newspaper! 
announced, would be executed into finished garments and then modeled 

at a fashion show to determine the grand prize winners. 


Third prize of $500.00 went to Elizabeth 
Steinsberger of Madison, Wis. for her coat Entries Exceed 43,000 
dress of brown and beige wool creating a 

novel wrap skirt and cape effect. Buttons 
follow a diagonal line. Worn by Mary Brown. 


Thus began a project which in eight years has attracted some 43,000 entries 
from designing talent living thruout the United States. Today the Tribune's 
American Fashions competition is practically a year around project. 
Announced each year in January, it has a May 1 closing date for entries. 


Grand prize of $500.00 in the junior group went to 
William Blass of New York, for his coat of citron yellow 
wool. Deep inverted pleats flare from the fitted waist. 
Violet blue-red is used as trimming. Worn by Trudy Irwia. 
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From the sketches submitted, the director of the project selects some 40 to 
50 sketches for execution into finished garments. Then, all during the 
summer months, the fashion director works closely with leading dressmakers 
translating the sketches into garments and fitting them 

to the manikins who will model them in the fashion show. 


Fashions for the Millions 


This event is held early in October in the audience theater of the Tribune 
radio station affiliate adjacent to Tribune Tower. At five performances, 
including a preview for the fashion industry, the audience 

is provided with ballots. The designs liked best by these 

audiences are awarded the grand prizes. 


All this, however, is really only a preliminary to the real purpose 
of the project. Long before the fashion showings, the Tribune color camera 
is on the job getting full-color photografs suitable for 
rotogravure reproduction in the Sunday Tribune. 


As a result, on the first Sunday following the fashion show, women readers 


in more than 1,550,000 families find in the Chicago Sunday Tribune 
the first of a series of exclusive fashion presentations revealing 
the creations developed in the year's competition. 


Keeping Out in Front with Women 


These are continued, Sunday after Sunday, until all the designs in the 
project have been placed before Tribune readers. 


Here, in one special field of interest, is editorial enterprise of the 
kind which keeps the Chicago Tribune out in front with women—and with 
the merchants and manufacturers who make the Tribune 
their number one medium to sell to women. 


To get more of what you want in Chicago, build your promotion 
around the newspaper which gives women more of what they want— 
the Chicago Tribune. Rates per line per 100,000 circulation 
are among America’s lowest. 


THE WORLD'S GREATEST NEWSPAPER 


First prize of $2,000.00 went to Bela Ross, 
Hungarian-born New York designer, for his black 
~ marquisette and grosgrain evening gown, with jet 
embroidered bodice and three handmade roses 
» adorning the waist. Worn by Joan Waltz. 


September average net paid total circulation: Daily, Over 1,025,000—Sunday, Over 1,550,000 | 


* 


Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago 11 
E. P. Struhsacker, 220 E. 42nd St., New York City 17 + Fitzpatrick and Chamberlin, 155 Montgomery St., San Francisco 4 
W. E. Bates, Penobscot Bidg., Detroit 26 
MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., 
FIRST THREE MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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(Del. 1337), 330 W. 42nd St., New 


(Central 7354). G. D. C 
BRUNS, vice-presidents. 


Advertising 


THE NATIONAL NEWSPAPER 
Trade Mark Registered 


Issued every Monday by og tng | Publications, Inc., 100 E. Ohio St., Chicago || 
ork 18 (Br. 9-6431), National Press Bidg., Wash- 
ington 4, D. C. (Re. Mar! § cpregmee Headquarters, 107-110 Fleet St., London E. C. 4. 
AIN JR., president and publisher. S. R. BERNSTEIN, O. L. 

C. B. GROOMES., treasurer. 


Member Audit Bureau of Circulations, 
National Publishers Association, Advertising Federation of America. 
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Associated Business Papers, 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 


Associates: New York: John Crichton, 
Maurine Brooks, Frances Jameson. Chi- 
cago: Murray E. Crain, Emily C. Hall, 
Robert Murray Jr., Jeanne Scharnberg, 
Bruce M. Bradway. 

European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 


Correspondents in All Principal Cities. 


ADVERTISING 
Advertising Director, J. C. Gafford 
Manager Sales and Service, G. D. Lewis 


Manager Promotion and Research, J. P. 
Dobyns 

New York: T. K. Worthington, O. O. 
Black, Halsey Darrow, James C. Green- 
wood, John P. Candia. 


Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, E. S. Mans- 
field, W. F. Pierce. 

San Francisco (4): Simpson-Reilly Ltd., 
Russ Bldg., Wm. Blair Smith, Mgr. 
Los Angeles (14): Simpson-Reilly Ltd., 
Garfield Bldg., Walter S. Reilly, Mgr. 
London (E. C. 4): P. A. Marteau, 107- 


110 Fleet St. 


postage extra. 


10 cents a copy, $2 a year in the United States. 
Myron Hartenfeld, 


Foreign 
circulation director. 


The Change in Lady Esther Copy | 


Last week ADVERTISING AGE re- 
ported that Lady Esther magazine 
copy for Lipcolor (which Lady 
Esther insists is not a lipstick, but 
which we gather is applied to the 
lips in a strikingly similar man- 
ner) had been changed because of 
objections raised by the Copy Ad- 
visory Committee. 

This committee represents 22 
magazine publishers, issuing more 
than 75 magazines, and it is one 
of the devices set up within the 
advertising field to permit self- 
regulation of the business. A 


this character do a considerably 
better job of regulating when com- 
petitive toes are stepped on than 
they do when the toes of the gen- 
eral public, as distinguished from 
competitive toes, are about to be 
crushed. 


broad general interest of the pub- 
lic if it is to be most effective. It 
cannot be designed merely to curb 
abuses 
competitive tactics; and indeed it 
can be argued that occasionally 
the curbing of competitive copy is 


Self-regulation must be in the} 


that arise from purely | 


—Lichty, Chicago Times. 


“But how can we expect revolution, comrades, when half the radio programs 


are busy redistributing the wealth .. ." 


Sacrileace 

This week we reverently raise 
|our hat to Dean John Drewry of 
the University of Georgia’s School 
of Journalism, a man we shortly 
expect to see impaled. 

The good dean told a group of 
/southern publishers that the 
worth while writers of the future 
|will probably come from adver- 


similar operation is conducted by | against, rather than in, the public | tisers and agencies. 


the Toilet Goods Association, 


which has a board of standards | the acceptability of copy, there- | 
|fore, ought to be slanted more to- | 


which attempts to keep toilet 
goods advertisers from getting too 
brash. 

ADVERTISING AGE has long been 
an ardent devotee of the cause of 
self-regulation in the advertising 
field, maintaining that _ only 
through intelligent self-regulation 
can advertising prevent imposition 
of regulation from outside sources, 
and we are encouraged by the re- 
minder that the Copy Advisory 
Committee is still effectively at 
work. 

Frankly, however, we_ should 
like to see the Copy Advisory 
Committee and all similar groups 
become more active, and some- 
what more hard boiled and hard 
to please. 
to say so, but it has always struck 
us that self-regulation groups of 


The Cost of 


It is at least passing strange 
how “truth” changes as_ time 
marches on and new problems, 
like and yet unlike the old, 
emerge. 

We have been meditating for 
some time on the almost complete 
reversal of thought in business 
and economic circles with regard 
to foreign trade, where it used to 
be accepted gospel that a country 


became rich and powerful by ex- | 


porting physical goods in ex- 
change for gold. A “favorable 
balance of trade,” meaning the 
greatest possible sale and the 
smallest possible purchase, was 


the object of everyone. 

Similarly, for 20 years or more 
economists—and business men, too 
—have been worried about dis- 
tribution unable to under- 
stand that the increasing costs of 
distribution in relation to total 
costs were a necessary and inevi- 
table result of a changing economic 
pattern, and particularly unable 


costs, 


It is probably unfair | 


interest. The criteria for judging 


ward protecting the public than 
toward protecting competitors. 
Fortunately for the advertising 
business, a very substantial num- 
ber of media, including many of 
the most important media, have 
| had high standards of public pro- 
‘tection for a long time, and have 


applied these standards rigorously | 


|}and without favor. It is perhaps 
significant that no medium has 
ever suffered financially over the 
long run by adopting and imple- 
menting such standards. 

We hope that individual media 
and all groups which aim at self- 
regulation in the copy field will 
become more, rather than less 
critical. We think that will be 
| good for the entire advertising 
business. 


Distribution 


1 Se contemplate that in a society of | 


plenty (probably achieved for the 
| first time in modern America) the 
|phobias and fetishes of the age- 


old economies of scarcity did not) 


‘apply and could not apply. 

Now a little sane thinking on 
the subject of distribution costs is 
beginning to emerge. For an un- 
usually interesting analysis of this 
| problem, we recommend a careful 
reading of the article by Paul M. 
'Mazur, partner in Lehman Broth- 
ers, appearing in the November 
Fortune. Significantly, it is titled, 
“Does Distribution Cost Enough?” 
And Mr. Mazur says: 

“Distribution, in its capacity as 
the creator and exploiter of mar- 
kets that make possible mass pro- 
,duction and higher standards of 
living, has never cost too much... 
In terms of the challenge it faces 
during the next 50 years to main- 
tain and enhance those standards, 
its present cost is not nearly 


| enough.” 


point of recklessness. 

Newspapers and newspaper men 
have long cherished the idea that 
news is well written, and that the 
cergans are great places for learn- 
ing to write better. An idea, we 


regret to say, that should be dis- | 


pelled by reading a newspaper. 
We think the dean is right. 
also hope this will be of some con- 
|solation to him while he is being 
fricasseed, southern style, by 
newspapers. Examination of pres- 
‘ent writers shows a considerable 
|/number who sweated in the copy 
‘cribs, and the dean’s premise that 
|copy chiefs drive for exactness 
‘and economy of phrasing seems 
| perfectly sound. 
| Sherwood Anderson, Sinclair 
|Lewis and a number of other 


| writer cocoon; 


eric Wakeman and Arkady Leo- 
kum have appeared on the liter- 
ary scene, all of whom were first 
|/admen. 

Maybe the copywriter does bet- 
ter because advertising writing, 
| by and large, is still relatively un- 
| fettered. short’ sentence, 


We} 


| writers graduated from the copy- | 
recently Darwin | 
|Teilhet, Cameron Hawley, Fred- | 


simple word, get the facts into the | 


lead, five W’s school of thought 
hasn’t yet permeated too deeply. 
Maybe it’s because the relative 
wages tend to tip the scales in 
favor of advertising so far as 
young writers are concerned. 

Or maybe what a publicity di- 
rector of a large agency said re- 
cently is true: “We have to slant 
our stuff down to the present level 
of newspaper writing.” 

But these considerations will 
probably not greatly diminish the 
ire of the editorial writers; we 
hope that Dean Drewry doesn’t 
recant. 


Screened 


A hitherto unexplored field for 
television came up during the 
NAB convention in Atlantic City. 
Lawrence Godfrey of AC’s mu- 
nicipal department was watching 
a large screen showing from an 
Army mobile transmitting unit on 


the boardwalk. 
miliar image came on the screen. 

It was a man whom Godfrey had 
not seen since 1937, and to whom 
he had lent $10—which had never 


Suddenly a fa- 


been returned. Godfrey rushed 
from the hall, talked to the man, 
got his $10 back. 

If this is a fair sample, nothing 
can stop television. 


Pledge 


This is, of course, bravery to the | 


The Houston Advertising As- 
sociation has now set up a natu- 
ralization course for immigrants 
into the Lone Star State, and here 
are two of the requirements: 

“1. That he shall have visited 
the Empire of Texas and have 
been duly impressed with its vast- 
ness, its varied scenery, its great 


| Burlington 


The following documents may be 
|secured without charge from com- 
| panies sponsoring them or through 
| ADVERTISING AGE, by any national 

advertiser or advertising agency 
executive writing on his business 


letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 


1947 Map and Market 
Data. 


Market data for Burlington, Vt. 
and the 70 cities and towns of its 
ABC retail trading area are tabu- 
lated in this folder issued by the 
Free Press. Maps of 
the area and general information 
about the newspaper, its readers 
and coverage of the market are 
included. 


|No. 2916. Facts About Hollywood, 


U. S. A. 
The Hollywood Reporter has is- 


/sued this report on its readers in 


the movie industry. Age bracket, 


/education, occupation before en- 


tering the film 


industry, present 


assignment, readership of news- 


papers and magazines other than 
film trade publications, and many 
|other questions are answered. 


resources and its friendly people. | 


“2. Have listened patiently and 
respectfully to all the legends, 
tall tales and traditions of Texas 
and Texans, and have solemnly 
agreed never to doubt any good 
story, however big, about the Em- 
pire of Texas or Houston, unless 
he knows a taller tale or more 
impressive story.” 

No kidding. 


Retort Complete 
The Philadelphia Bulletin runs 


No. 2917. Introducing Brazil. 


Fremantle Overseas Radio, 
Inc., has issued this folder deal- 
ing with the market made up of 
the eight southeastern states of 
Brazil where, the material says, 
84.2% of the country’s buying 
power is concentrated. 


No. 2918. 
Market. 


The growth of population, re- 
tail sales, industrial payrolls and 
effective buying income in the 
seven counties of the Dayton, O. 
ABC market, and coverage of the 
Dayton Journal-Herald are re- 
ported in this folder issued by the 
newspaper. 


The Growing Dayton 


No. 2919. Machinery’s Circulatioi 
Analysis. 

Machinery has issued this dis- 
tribution analysis to supplement 
information provided by Standard 
Rate & Data listings and ABC re- 
ports. It includes types of metal 
working plants covered, typica 
products advertised in Machinery 
an analysis of editorial content 


‘and many other facts about the 


a column called “First Aid Law” | 


written by “A _ Philadelphia 
Lawyer,” who recently had a com- 


plaint from “Fair Play” about an | 


earlier column on pigeons. 

“Fair Play” accused the lawyer 
of being bigoted and cruel, and 
listening to pseudo-scientists. 
“How do they know that pigeons 


spread parrot-fever and why | 


should you be so afraid of catch- 
ing it, anyway?” 

The lawyer’s answer is classic. 

“Mrs. Play, this columnist bases 
his opposition to the flocks of 
pigeons which roost on our public 
buildings mainly on economic 
grounds, involving the problem of 
unearned excrement.” 


Jottings 

The Oct. 19 issue of The Ameri- 
can Weekly topped all previous 
records for advertising volume. 
It’s the third time the record has 
been broken this year. . 

You may not know that one of 
the public service projects of 
United Fruit Company is _ the 
restoration of the Mayan city of 
Zaculeu, in Guatemala. . . 

The New York World-Telegram 
says World War II veterans in the 
city and seven adjacent counties 
will cash $76,000,000 in terminal 


_leave bonds in 1947... 


publication and its field. 


No. 2920. The Army Market. 


Grades and pay of enlisted per- 
sonnel, figures on enlisted men’ 
spendable income, information 0! 
the publication’s five editions ané 
other data are given in this book- 
let, issued by Army Times. 


No. 2897. Survey Report on For- 
eign Service. 

Foreign Service, the official pub- 
lication of the Veterans of Foreig! 
Wars, has issued this 1947 Danie 
Starch survey report. The analy- 
sis covers the publication’s read: 
ers—age, employment, ownershiR 
of homes, cars, appliances, etc.— 
and a breakdown of circulation )! 
states and sections. 


No. 2882. The Fort Wayne Mat 
ket. 

The Fort Wayne News-Sentineé' 
has issued this folder containing ‘ 
map of the city’s retail tradin 
area, tabulated market data and’ 
map showing population based 0! 
purchasing power as indicated »! 
monthly rentals. 


No. 2906. Hygeia Reader Survelf 

Starting with a tabulation ° 
geographical distribution, th!' 
Hygeia report discusses the pu» 
lication’s audience, showing fam 
ily status, age, income, home ow” 
ership, occupation, etc. f 
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IF IT IS, MISTER, 
THEN LISTEN TO THIS... 


Today, as in olden days—the cry is "Water!" But the 
methods of water storage, irrigation, and the reclamation 
of the fertile desert lands have advanced with the gigan- 


Dayt tic strides of technical engineering. Arizona irrigation has 
yton 


become an epic in American scientific achievement. 
on, re- 


lls and 
in the 
ton, O. 
» of the 
ire re- 
by the 


Modern farming in Arizona is now a great industry because 
of the unbeatable combination of seed, soil, sun, and 
water-—-12 months out of the year! Arizona's agricultural 
income for 1946 was $155,000,000——or three times the 
1940 figure. 
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Advertisers can best reach this growing, expanding con- 
val sumer market through the Phoenix REPUBLIC and GAZETTE 
os. the newspapers that two out of three Arizona families 
buy, read, and trust. 
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s. Thar's sumthin’ out h'yar that 
gets ‘em an keeps ‘em comin’ 

back till they stick . . . Makes it 
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PHOENIX, ARIZONA REPRESENTED BY KELLY-SMITH COMPANY 


NEW YORK ® CHICAGO ® LOS ANGELES * SAN FRANCISCO ® DETROIT ® ATLANTA ® PHILADELPHIA * BOSTON 
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Friskies, Hunt 
Club Dog Meal, 
Get Nat'l] Drives 


S EATTLE—Friskies, Carnation 
Company’s dry dog food which 
has been moving eastward since 
1941, is being backed by a maga- 
zine ad promotion scheduled to 
last through 1948. 

The dog food, a product of 
Albers Milling Company here (a 
Carnation subsidiary), was first 
marketed in 1932, as one item in 
the company’s line of cereals, 
flours and feeds. 

Although Friskies has been ad- 
vertised in local and_ sectional 
magazines, newspapers and via 
network radio, the ad series to ap- 
pear in Life and The Saturday 
Evening Post marks its entry in 
the national magazine field. 

Copy features favorite Holly- 
wood personalities and _ their 
Friskies-fed pets. Purchasers are 
offered autographed photographs 
of the stars. 

Erwin, Wasey & Co. directs the 
account. 


NEWSPAPER ADS 
PUSH HUNT CLUB 


BurraLo — Maritime Milling 
Company is making a bid for a 
share of the $150,000,000 prepared | 
dog food market with a new cam-_ 
paign for its Hunt Club dog meal. 

One hundred forty line news- | 
paper ads are appearing in major | 
market centers throughout the 
country. Major promotion empha- 
sis is being placed on the suburban | 
areas of metropolitan centers, 
where a large portion of the mar- 
ket is concentrated. 

The series of 14 ads puts stress 
on “full-diet feeding” and what it 
can do for the dog. Different | 
varieties of dogs appear in the 
ads in rotation. | 

Comstock, Duffes & Co. is the) 
agency. 


Mail Ad Service Elects 


Lou Horowitz, Acme Letter 
Service, has been elected presi- | 
dent of the Mail Advertising Serv- 
ice Association of St. Louis. Other | 
new officers are: O. T. Hallemburg, 
vice-president; Mrs. Daisy D. 
Worthen, secretary-treasurer, and | 
Isabelle Detchmendy, director at | 
large. 
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500 


WRITE, WIRE, OR PHONE 


JOHN J. GILLIN 
or JOHN BLAIR 


Griffin A ints Wait | ‘ _tity, with the 1946 ending inven-| stores, held firmly at 15% of net . 
JIT Men s Wear Sales \tory 7% above 1945. The survey|sales in 1946, the survey shows, Vita 
/summarizes the experience of|Rent expense dropped to 3.5% in 
has been appointed Canadian dis-| Reach Pp eak in 46 ‘stores in all sales volume classi-| 1946 as compared with 3.8% in Dow 
Brooklyn, manufacturer of ABC! New York — The sales volume) fications as follows: 8.6% were in| 1945. Advertising and publicity 199 Cc 
and Sterling shoe polishes and of men’s wear stores in 1946 the $200,000 to $299,999 group;|expense dropped 0.2% from 2.5% ah 
Allwite shoe whitener. ‘reached a record high, exceeding | 10.7% in the below $100,000 group; | in 1945. NEw > 
the 1945 level by 27.9%, according | 17.2% price of 
um the third annual survey of store| 8roup; 18.3% in the and toil 
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Beaumont, Heller & Sperling,| eau of retail research, New York | $1,000,000 group and 26.9% in the| John 4 Kelly gg eb Cece ion am 
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Hagerstown, Md., effective Jan. 1. Inventories improved in quan-|of expense normally incurred by! capacity. he Nati 


tare 


THE IRON AGE HARDWARE AGE « 


DEPARTMENT STORE ECONOMIST BOOT AND SHOE RECORDER T 
MOTOR AGE * COMMERCIAL CAR JOURNAL ¢ THE SPECTATOR LIFE INSURAM 


ICAL Jo 
CTION 


| 
= 
3 
| 
} 
| 
| 
- 6-6- 6 @ 6 “eRe: 
3 
24 
pe 
w 
| WA) 
are 
4 
| 


net 
LOWS, 
Zo in 
fo in 
icity 
2.5% 


ector 
ation 
same 


T 
NSURANW 


Vitamin Prices 
Down 1-3 Since 
‘39, Study Shows 


New YorK—While the average 
price of 7,334 fair-traded drugs 
and toiletries items has gone up 
only 1.3% since 1939, the varia- 
ion among the different items is 
great. This is shown in the re- 
ent survey of drug store prices by 
he National Association of Chain 


Drug Stores. 

Greatest decrease by far, among 
the drug classifications, is a de- 
cline of nearly one-third for vita- 
min concentrates. Twenty - four 
manufacturers of 455 vitamin 
items are reported to have lowered 
their prices on 269 vitamins, 
raised them on 93 and made no 
change on 93. The 1947 average 
price was only 67.5% of the 1939 
price. 

Greatest increase shown is for 
hospital supplies, up an average 


of 51%. Other increases: 


cologne and toilet water, 16%; 
sanitary napkins, 15.3%; rubber 
goods, 10%. 


Tooth Brush Prices Lower 


Declines in prices include tooth 
brushes, 98.5% of the 1939 price, 
and nail preparations, 91.3% of ’39 
prices. 

A breakdown shows that when 


the price changes are weighted to 


Sup-| reflect actual volume of sales, the| tions; 37 blades and razors; 100 
porters, 31.7%; compacts, 31.2%;| 7,334 fair-traded items have in- 
cleansing tissues, 27.3%; perfume, | 


creased 3.12% in price since 1939. 

The survey covered 250 com- 
panies making the following num- 
ber of fair-traded articles: 105 
face powders; 375 face and hand 
creams; 256 lotions; 164 lipsticks 
and rouge; 541 perfumes, colognes 
and toilet waters; 45 nail prepara- 
tions; 20 manicure implements; 
297 miscellaneous cosmetic items; 
75 tooth pastes and powders; 25 
tooth brushes; 242 hair prepara- 


HEN DOLLAR 


OES WORK, 


Here's one outstanding advantage of Capitalism that is always over- 
looked—purposely—by those who would destroy our social and economic 
system. When anyone invests money in a new or expanding enterprise 
that investment pays off for more persons than just the investor. Most 


of living. 
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tion of the ways in w 


of the real return is in the form of wages from the jobs created by the 
investment. It's as simple as this: When dollars go to work, men and 
women go to work! Capital, Management, and Labor al/ have a stake 
in the American system of enterprise. They all will suffer if the functions 
of that system are restricted or choked off. That's why it's imperative 
that Labor, Capital, and Management cooperate to preserve the one 
system that offers each of us a chance to enjoy an ever-rising standard 


We, at Chilton, realize you've read, or heard, messages of this kind be- 
fore. But, because this is gospel, we feel that it bears—actually demands 
—constant repetition. And we feel that Capital and Management have 
a public relations duty to perform. A duty that calls for a simple explana- 

bch Capitalism works for the benefit of all. A duty 
to counter economic double talk with this simple statement: When dollars 
go to work, more and more men and women go to work. 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


100 East 42nd Street 


New York 17, N. Y. 


CHILTON 


THE JEWELERS’ CIRCULAR-KEYSTONE 


BENEFITS! 


AUTOMOTIVE INDUSTRIES 


shaving creams and soap; 60 foot 
| preparations; 2 brushes other than 
| shaving or dental; 22 sanitary 
|napkins; 7 cleansing tissues; 13 
|prophylactics; 147 hospital supply 
|items; 12 rubber items and 24 
| supporters. 


Gets Lamp Account 


Mantle Lamp Company of 
America, Toronto, has appointed 
Locke, Johnson & Co., Toronto, to 
direct its Canadian advertising. 
Fall and winter promotion for 
kerosene lamps will appear in 
farm papers and trade publica- 
tions, and a quarter-hour program 
over 22 radio stations will feature 
“Smiling Ed McConnell.” Ad- 
vertising for electric lamps will 
be confined to trade publications 
for the next few months, followed 
by a consumer campaign. 


Names Edgar Fink 


Edgar Fink, formerly in the 
Stran-Steel division of Great 
Lakes Steel Corporation, has been 
named sales manager of LaSalle 
Electric & Mill Supply Company, 
Detroit. 


Considering 
Export? 


Maybe you are engaged in 
export. Maybe you are con- 
sidering getting into this 
market which took $9,500,- 
000,000 American products 
in 1946. 


In either case you should 
read the weekly magazine 
which has been giving Amer- 
ican export executives in- 
formation on foreign sales 


since World War I. 


EXPORT TRADE 


SUIPPER 


has no foreign circulation— 
It is read by foreign trade 
executives in the U.S.A. The 
advertising pages will not 
help you sell your product 
abroad. But the _ editorial 
pages will tell you HOW to 
sell your product abroad— 
HOW other American man- 
ufacturers merchandise, ship, 
advertise and finance their 
goods in foreign markets. 


An A.B.C. circulation 
among America’s leading 
export executives guaran- 
tees its worth, 

| This 
seeking your advertising dol- 
It asks for 
for the next twelve issues of 


advertisement is not 


one dollar 


lar. 


a magazine which will give 


you many of the answers on 
sell 
your products in export mar- 
kets. 


SPECIAL 
© LIMITED OFFER 


how to and advertise 


Export Trade & Shipper 

20 Vesey St., New York 7, N. Y. 
For the enclosed $1.00 please enter 
our subscription to the next twelve 


issues, commencing with the current 
number 
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annually! The new business and 
industrial photographic market 
covered by ———> 


Our brochure will give you all the 
details . . . send for it today. 


C BOLAND & BOYCE INC., PUBLISHERS 


460 Bloomfield Ave., Montclair 4, N. J. 


j | radio show. _ Philips Names Rodomar 


Advertising Age, November 3, 19 


scheduled to return to the air- 


waves Nov. 18. British actor James Lever Again Tops 


Namesto Help The prearan Other Australian 
will continue to spotlight off-the- 


Sell ‘Studio One’ | beaten-track dramas with Newspaper Users 


New York — Evidently it still | Markle directing. 
takes names to sell even a good | 


CBS Buys Movie 


SYDNEY, AUSTRALIA — Space in 
metropolitan newspapers in Aus- 
|tralia in the 12 months ending 


Convinced of this, CBS wil |June 30, 1947, totaled 6,051,906 


O. W. Rodomar, formerly admin- 


| |spend as much as $2,000 weekly | istrator of consumer rationing for inches, 32.6% over the total in the 


\for Hollywood guest stars on)|Canada, has been named general | preceding 12-month period and 


'“Studio One” with the hope of at- | sales manager of Philips Industries | 90% over the “inchage” of 1944-45, 


tracting a sponsor to the program. Ltd., Montreal, radios and combi- 
|| During the summer the hour-) "ation phonograph sets. 

| | long show, featuring capable radio 

players under the direction of | Adds Arthur Lycett 


| Hooperating of about 6 a good | has joined the advertising depart- 


lege for the slow season. 
“Studio One” tentatively is| facturing chemist. 


/ment of Smith, Kline & French | 
Laboratories, Philadelphia, manu- |P@red with 21,632 the preceding 


| home furnishings market! 


In 1939, America’s home furnishings retailers rang up a volume of 
2.5 billion dollars. In 1946, that figure had swelled to 6.6 billions. 
And forecasters say that this year’s figure will top 8 billion! 


It’s going to take intelligent, aggressive selling to maintain and 
increase that volume. Home furnishings manufacturers know it. 
That’s why they’re cultivating the country’s department and 
furniture stores ... the retailers who are doing the great majority 
of the country’s home furnishings volume. 


And how are they selling this great Double Market? By more 
intensive personal salesmanship . . . and through sound business paper 
advertising. More and more of them are taking space in 
RETAILING, America’s No. 1 home furnishings business paper. 

And they’re using that space to gain the retail recognition, 
acceptance and support that are vital to a profitable home 
furnishings operation. 


Want to stake a claim in the richest home furnishings market 

the country has ever known? Then use RETAILING as your Claims 
Office! It has more readers, carries more advertising than any 
other home furnishings business paper in the nation! 


RETAILING Home Furnishings A Fairchild Publication 8 E.13th St,N.Y.3 


RETAILING | America’s No. 1 Home Furnishings Business Paper 


| Newspaper News here reports 
|that Lever Brothers Proprietary 
Ltd. was the leading newspaper 
advertiser with 66,085 inches, 


| |Fletcher Markle, picked up quite) Arthur H. Lycett, formerly with | against 66,086 inches in 1945-46, 
fia following judging from its iN. W. Ayer & Son, Philadelphia. 


/Ranking second was Nicholas Pty, 
|Ltd., with 36,761 inches, com- 


year. Goodyear Tyre & Rubber 
|Company (Aust.) Ltd., which in 
| 1944-45 used only 4,561 inches, 
‘used 17,992 in the 1946-47 period, 
ranking seventh. Colgate-Palm,- 
|olive Pty. Ltd., second in 1945-4 
with 31,031 inches, was fifth iy 
the 1946-47 period with 22,902. 


Still Below 1938-39 


| Advertising in the large dailie 
vin 1946-47 was still 25% under 
ithe 8,120,003 inches they carrie 
/in 1938-39. All major cities shared 
in the increase in newspaper ad 
‘vertising. Melbourne dailies 
|“inchage” rose from 1,430,606 1 
1,858,618 inches; Sydney paper: 
|advanced from 1,137,555 to 1,546, 
163, and Brisbane’s from 542,51 
'to 840,354. 

Metropolitan weeklies in 1946 
47 carried 1,479,421 inches of ad 
vertising, up over the 594,049 ¢ 
1945-46. 

By classification of products 
| 1946-47 advertising total § (i 
inches) : 
| Retail, 216,362; patent medicine 
| 131,316; classified, 121,036; toile 
goods, 103,900; foods, 84,762; ma 
chinery and farm equipment 
80,588; clothing, 48,291; autom 
biles and _ accessories, 42,90 
household goods, 42,769; amuse 
ments, 38,491; beer, wine an 
spirits, 37,779; oil and gasoline 
35,513; finance and _ insurance 
31,448; government, 29,737; build 
ing materials, 28,650; tourist an 
travel, 14,737; smoking material; 
13,195; elections, 11,827; radi 
9,645; electricity, 3,499; gas, 1,05! 


Shoe Co. Names Jones 


Richard M. Jones, formerly Ne' 
England sales representative 
Jarman Shoe Company, a divisi' 
of General Shoe Company, hi 
been appointed sales and advertis 
ing manager of C. A. Eaton Shi 
Company, Brockton, Mass., su 
ceeding J. Joseph Condon, wh 
has been named New England fat 
tory sales representative. 


Revises Baby Book 

Meredith Publishing Compan! 
Des Moines, has published a ne 
edition of its “Better Homes 
Gardens Baby Book,” which fe 
tures the more recent opinions 
baby and child care specialis' 
recommendations from _ pediatr 
cians and suggestions offered ° 
readers of previous editions of 
book. 


“Don’t jump, Boss—I forgot (0 
mind you of the ‘Break the Bu 
show on WFDF Flint tonight.” 
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ARE 
you 


ON THIN 


ICE WITH 
OUT-OF-DATE 
FIGURES? 


Be sure you have today’s 
Facts and Figures on Philadelphia, 
America’s 3rd Market 


Do you remember a single week this year that 


hasn’t seen changes in your business? These constant 


shifts make it vital that you know today’s facts and 


figures in America’s 3rd market. Most vital factor: 
THE INQUIRER stands first in advertising—is 
at an all-time high in daily circulation—has 


proved itself Philadelphia’s most 


PRODUCTIVE medium. 


CIRCULATION: 


ITS 


14TH 


CONSECUTIVE 


396,918 


143,577 


1937 


WOMEN’S CLOTHING STORE ADVERTISING 


Philadelphia Daily Newspapers. Six days only (exclusive of Sunday) 


LINES IN HUNDRED THOUSANDS 


1,185,889 
1,092,956 


DAILY 6 DAYS 
SOURCE MEDIA RECORDS 


9 MONTHS 


YEAR 


700,000 


OF 


Che Philadelp 


DAILY...OVER 


TOTAL 


ADVERTISING 


1947 
1" 9 MONTHS 


LEADERSHIP 


hia 


SUNDAY...OVER 


1,000,000 
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effective July, 1948 


WUE is the first man’s magazine ever to 


guarantee 1,000,000 net paid circulation. 


tue first topped 1,000,000 a year ago November; 
average, first 6 months of ’47: 1,061,000. 


True unique man-fare primes this million-plus market 


for the sale of everything men buy or use. 


... today, more than ever, 
the largest-selling, fastest-growing 


man’s magazine in the world. 
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e How did Fue get that way? 


By the simple—but original—expedient of serving up a magazine deliberately 
edited for men. Period. Naturally and steadily, month after month for over three 
years, the way we do it has continued to interest more men more. 


e What has FUE got, anyway? 


A man-market unmatched in volume, convenience, and quality. Sound research 
from every direction continues to assay the special fertility of the TRUE audi- 
ence as an easy-to-reach, easy-to-sell prospect-mass for anybody selling to men. 


e How much does FUE cost? 


Far less than any other magazine in its field; less, in fact, than most leading general 
magazines. On whatever cost basis you please, TRUE’s million-plus man-market, 
eager and able to buy, means peak advertising economy. 


You Can Sell Men Best in Their Own Chosen Atmosphere 


© 


THE MAN’S 
MAGAZINE 
67 West 44th Street 360 North Michigan Avenue 645 South Flower Street Russ Building 75 Federal Street 
New York 18, WN. Y. Chicago, Ill. Los Angeles 14, Cal. San Francisco 4, Cal. * Boston 10, Mass. 
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Gold Seal Glass 
Wax to Expand 
Its Distribution 


Bismarck, N. D.—Four years 
ago an ex-hardwood and paint 
jobber set up shop here as a floor 
wax and furniture polish maker, 
on $2,000. He isn’t making floor 
wax and furniture polish now be- 
cause of materials shortages but 
his company has almost more 
business than it can handle. 

Harold Schafer, 37-year-old 
president of Gold Seal Company 
here, about two years ago ob- 
tained rights to use a chemical de- 


veloped during the war to clean! 
| 200,000 Chicagoans have already 


Increase reader- 


FREE ship of your ads 


with LIF E-like EYE* 
CHER 


monthly. Mat or Glossy 

Print plan at low cost. 

Write for new FREE 

— No. 108. No obliga- 
EYE*CA 


tion. 
10 E. 88 St., N. ¥. C. 16. 


fighter plane windshields. He 
named it Gold Seal Glass Wax and 
in the past year and a half tested 
it for consumer appeal in the Twin 
Cities, Duluth, Salt Lake City and 
a few other western cities. 

A month or so ago distribution 
was expanded to Chicago. Adver- 
tising opened with a full-page 
newspaper ad, radio spots and 
participation in the ‘Food Magi- 
cian” show heard on WMAQ there. 
Campbell - Mithun, Minneapolis, 
handles the account. Also started 
in the past month is a half-hour 
Saturday morning show on WCCO, 
Minneapolis. 

Sales have been phenomenal. As 
another full-page ad in the Chi- 
cago Daily News has pointed out, 


bought Glass Wax. It is said to 
clean “30 kinds of dirt in 30 sec- 
onds” from windows and mirrors, 
and to clean “almost anything ex- 
cept leather and furniture.” 
Demand has been as surprising 
from retailers as from the public. 
As a result, Gold Seal is providing 


|some quantities to Macy’s, Gim- 


bel’s and several other large de- | 
partment stores in New York and 


to one or two chain variety stores | 


that have asked for it. 

The company, however, does not 
plan to add regular territories 
until after the first of the year. 
Distribution will expand next to 
the Ohio Valley and then to the 
eastern seaboard. Newspapers 
(only full pages to start) and 
radio will be used for each open- 
ing. 


Plugs Sportswear 


Rita Hayes of Hollywood, wom- 
en’s sportswear, has launched a 
campaign in newspapers, maga- 
zines, direct mail and weekly 
newspapers. Milton Weinberg Ad- 
vertising Company, Los Angeles, 
is the agency. 


Lord Named Ad Manager 


Robert S. Lord, formerly an ac- 


count executive of St. Claire Ad-| 


vertising Agency, Detroit, has 
been named advertising manager 
of National Pressure Cooker Com- 
pany, Eau Claire, Wis. 


“assures profits in the f futt 


service 
your bes+ by 


100,000 Paid Circulation 


The Largest Paid Circulation in the Automotive Industry 


Reserve Space Now for the Inquiry Pro- 
ducing , January ASI Show Review Number— 
The 1946 Issue Produced over 8,000 Inquries. 


Howard S. Palmer, pres. of the New Haven Railroad, has been 
selected as the recipient of the New Haven, Conn., Adclub’s 15th 
annual gold medal award, given to the man it deems has done most 
for the city. The award will be presented at a December dinner 
meeting. . . Mrs, Betty Oliver Stewart, publisher of Business Gir|, 
Dallas, has been elected pres. of the Texas Women’s Press As- 
sociation. . . 

When he awarded the cash prizes to winning 4-H clubs in the 
Atlanta Journal’s annual $3,500 community improvement contest, 
George C. Biggers, president, announced that next year the Journal 
will increase total prizes to $4,000. The awards were made at the 
Journal’s annual banquet for delegates to the 4-H Congress in 
Atlanta... 

Grant F. Olson, v.p. in charge of advertising and foreign ‘service 
of W. A. Sheaffer Pen Co., Ft. Madison, Ia., sailed for England on 
the Queen Elizabeth, 
Nov. 1, on the first 
leg of a round-the- 
world trip, which will 
bring him back to the 
States next March. 
With the exception of 
the Atlantic crossing, 
the trip will be made 

John Shepard III, 
chairman of the Yan- 
kee Network, and 
Irwin D. Canham, 
editor of the Chris- 
tian Science Monitor, 
were speakers at the 
dedicatory exercises 
of Boston University’s 
new public relations 
school. . . A scholar- 
ship award of $750 
to be presented an- 
nually to the out- 
standing student in 
the field of advertis- 
ing has been estab- 
lished at the State 
University of Iowa, 
Iowa City. It will be called the L. R. Fairall award, and is made 
possible through a trust created by L. R. Fairall, pres. of Fairall & 
Co., Des Moines... 

“Ivory Tower,” a play by George Wolf, publicity dir. of Foote, 
Cone & Belding, New York, and Lawrence Bearson, has been pur- 
chased for Broadway production. The play tried out at the White 
Barn theater, Westport, Conn., during the summer. . . Lucille 
(Taffy) Williams, an account exec of the Jos. W. Hicks Organiza- 
tion, Chicago, has been elected vice-president of Gamma Alpha 
Chi, nat’l professional ad sorority. . . 

The Business Women’s Group, which has been part of the Ad- 
vertising Club of New York for the past six years, has been or- 
ganized officially to take part in adclub activities, with Mrs. Dev- 
ereaux E. Fay, ad director of Hammer Galleries, as chairman. . 
Bee Angell, pres. of the St. Louis chapter of the American Market- 
ing Association, told a luncheon crowd of St. Louis Women’s Ad- 
clubbers that ‘‘market research is a natural for women.” . . 

Foreign sales problems in the prescription drug field provided 
the subject of a series of five lectures just completed by R. F. 
Volentine, assistant foreign sales mgr. of Schering Corp., Bloom- 
field, N. J., at the American Inst. of Foreign Trade, Phoenix, Ari’ 

. D’Orsey Hurst, Cleveland mgr. of Time, Inc., was the speaker 
at the Oct. 16 meeting of the Youngstown Industrial Marketers. . 

Holda DeBlanc Clark, local sales representative of WFAA, Dallas 
has been elected to fill a vacancy on the board of the Dallas Ad- 
vertising League, replacing Cy Wagner, who left the Dallas New 
ad dept. to join the Houston Chronicle. . . Edward J. Brown, prom 
mgr. of the Hartford Courant, is a member of Hartford’s emergenc! 
food conservation committee. . . 

Researcher for John Tebbel’s new book, “The Marshall Fields, 
was Chicagoan Dorothy McGuinn, who, with her husband Jim, pub- 
licity writer, wrote “Parents Can’t Win.” .. 

Audray Summers, WBT (Charlotte, N. C.) director of publicity— 
a former teacher—is back in her old role two evenings each wee! 
as a faculty member of Charlotte’s Burton Institute, School of Adu! 
Education. She’ll teach a course in advertising copywriting, al 
in the writing of radio script, commercial announcements and pul 
licity. . . 

At the 34th Nat’l Foreign Trade Convention in St. Louis, Joh) 
Abbink, pres. of McGraw-Hill International Corp. and past chai!’ 
man of the Nat’l Foreign Trade Council, received the 1947 Capta 
Robert Dollar memorial award ‘for his distinguished contributi 
to the advancement of American foreign trade.” . . 

El Club de Directores de Arte in Argentina, which has 24 mem 
bers representing the country’s leading agencies, has elected Johi® 
Russo, art director of J. Walter Thompson’s Buenos Aires offic 
as pres. for the coming year. . . Carroll Rheinstrom, pres. of M2 
fadden International, and Mrs. Rheinstrom sailed Oct. 25 on th® 
Queen Mary for a five-months’ tour of Europe and the Middle Fas 
He plans to inspect British, French, German and Swedish ope! 
tions of the Int’l True Story Group and to survey economic af 
political conditions. . 

A few days ago, Gov. Alfred E. Driscoll of New Jersey present 
to Leonard Dreyfuss, pres. of United Advertising Corp., Newark 
War Department citation “for his outstanding service during W0! 
War II.” Mr. Dreyfuss was wartime director of the New Jers 
state Office of Civilian Defense and managed the efforts of m0 
than 600,000 persons as chairman of the East Coast Conference 4 
civilian defense directors. . . 

Earl E. Anderson, ABC v.p., and Mrs. Anderson have announcé 
the engagement of their daughter, Janet Alice, to Gerald D. Burt! 
of Montclair, N. J... 


PUSHES BOUNDARY—Harwood H. "Tiny" Fawcett 
(left) president of the San Diego Advertising & 
Sales Club, brought his home town's city limits 
along when he and 65 fellow adclubbers were 
guests of the Los Angeles Adclub. John R. Chris. 
tie, Los Angeles club prexy, does the welcoming, 
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are only interested in what these 
37 points will do...and have done... for You: 


1, First publication edited 100% for the dealer. No divided 
reader interest. Serves and champions lumber and build- 
ing material dealers exclusively. 


2. Original advocate of “100% dealer distribution.” 


3. Finest editorial talent; largest staff in the business, with 
a combined experience, on BSN alone, of over 200 years. 


4, Covers the top half of the lumber and material dealer 
group. 

Cover-to-cover readers. 

4.7 readers per subscriber. 


5 

6 

7. No forced circulation, Its circulation is the natural growth 
of 30 years of service that builds intensive readers. 

8 


They Give You More Reader-Value For Your Advertising Dollar in BUILDING SUPPLY NEWS 


21, Originated National Home Appliance Week for Lumber 
and Building Material Dealers (first time this year, 
Dec. 1-6). 


22. Originated the idea that the lumber and material dealer 
offer construction service. Thousands of dealers now are 
in the contracting, remodeling and repair business. 


23, Pioneered the modern main street building materials 


24, First to publish a Dealers’ Directory Issue of building 
materials and equipment. Now in its 11th year. 


25. Originated the dealers’ and wholesalers’ “Round Tables,” 
editorial advisory boards of top dealer and wholesaler 


Fawcett readers. 
egg . Only interested readers. Subscriptions are cut off on 26, First, and only, paper to publish a section devoted to the 
ni te expiration. interests of the jobbers, wholesalers and distributors of 
R. Chris. 9. No free group distribution. Every dealer pays for his this industry. 
nlcoming. own copy. 27, Performed outstanding service to manufacturers and 
wholesalers in the study “How to Sell the Building In- 
10, Circulation by exclusive ene ves dustry Through the Wholesales Distributor”. 
11, Uniform subscription rates—same price to all; no special 28, Pioneered in many great national campaigns—Rebuild 
t Foote, quantity deals or discounts. America for Beauty; The Only Real Security—a Home 
mag . 12, Uniform advertising rates—same rates to all. of Your Own; Debunking the Miracle Home, and many 
ill Largest advertising volume from building material manu- yr . : 
13. 29. paper to publish a monthly “news letter” in 
14, First lumber and material dealer to ABC. BO, Fest desler paper to publish signed publidhes’s 
the Ad- 15. Aggressive “How-To-Sell-More” editorial policy makes torial. 
a. Dev. money for dealers, sells more products for advertisers. 31. Carries the only extensive equipment department to help 
man. . 16, Originated the idea that lumber dealers become building dealers with material handling problems. 
Market- material dealers and handle all building materials. (Now 32. “Ask Al” department is an institution for news of new 
n’s Ad- universally accepted.) products, for advice and counsel. Dealers rely on it. 
rovided 17, Originated the idea that lumber and material dealers 33, Co-sponsor, with Practical Builder, of the famous Red 
y RF handle “Traffic Builder” items. (Now universally ac- Letter of the Building Market. 
cepted.) 34, Only dealer publication universally quoted—only dealer 
ys ie 18, BSN’s book “How to Display and Merchandise Traffic publication with a full-time public relations staff. 
hom ‘ Builders” is the dealer's Bible on this subject. 35, Always leading its industry. As one reader said, “Tells us 
., Dallas 19, Pioneered and aggressively pushed rural markets for where we are going, not where we have been”’. 
cay) it dealers. 36, Recognized as counsel by both dealers and manufacturers. 
n, prom 20, Originated the idea 13 years ago that lumber and material 37, Part of the only organization which publishes entirely to 
nergenc) dealers handle home appliances. Thirty-five hundred the building industry, with papers covering manufactur- 
sl dealers now sell appliances. ing, distribution and construction. 
Fields, 
im, pub- 
‘Imitation is the sincerest form of flattery”’.— but BSN has never been successfully imitated. 
iblicity— J J 
ch weel 
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tal 
tributi These facts are the strerigth of your advertising in BUILDING SUPPLY 
NEWS. You're one of the men who buys value. You study the markets, 
24 mena the people who can best use and distribute your products. You read ’ 
a e figures and facts and base your choice of advertising media on the A thought for 48... 
of Macl s ee = book that looks best from every angle. You are a successful merchandiser A full year's schedule in BSN 
5 on tht ; because of this careful calculation. You know how to dig below surface (12 pages) costs...... $3,000 
idle Fast noise to the actual performance a publication can give. And, here, in A full iy wilhailialy hich . 
d tisers Say the way you like to see it — point by point — is the BUILDING SUPPLY 
ri NEWS story of supremacy. 
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Profit Margins 


| years. 


Lower: Boosts in 
Prices Foreseen 


Must Sustain Volume, 
Economic Committee 


Is Warned 


SEATTLE — From manufacturer 
to retailer, profit margins today 
are smaller than a year ago, and. 
in many cases are smaller than) 
under OPA price ceilings. Yet the 
rapid rise in prices in the past 
year has increased the cost of all. 
business, and has left labor worse 
off in spite of wage increases. 

That was gist of two days of 
testimony before the western 
group of the Congressional Joint 
Committee on the Economic Re- 
port, which completed price hear- 
ings on the Pacific Coast in late 
October. 

The very fact that profit mar- 
gins have been held tight may 
lead to higher prices if volume 
falls off, testimony by several wit- | 
nesses indicated. 

“We are worried about volume,” | 
August Kristoferson, president of. 
the Seattle dairy bearing his 
name, said. “We have to have 
volume to maintain present effi- 
ciency. If volume falls off sub- 
stantially, prices will have to go 
higher.” 


Production Gain Offset 


A similar view was expressed 
by J. H. Kitlar, president of F. S. | 
Harmon Mfg. Company, Tacoma, 
a furniture maker employing 600. 
Production is 40% over last year, | 
he said, but prices are lower than | 
OPA ceilings and the year’s profit 
will be about the same as last. 
year. | 

“Our present high volume per-_ 
mits us to operate on a lower) 
margin, making our present low 
prices possible,” he said. “We can 
only do this as long as present | 
volume holds up.” 

J. B. Rhodes, manager of the 
Associated Grocers Co-Operative, 
a buying and warehousing organi- 
zation for 500 retail stores, re- 
ported that “the gross overage 
which is being taken in the com- 
bination of wholesalers and re- 
tailers at the present time is less, 


percentage-wise, than it has ever 
been at any time in the past 25 
The retailer doing a big 
volume of business is taking less 
markup than under OPA.” 


Sees Lower Dollar Profit 


Speaking for a major depart-| 
ment store, William S. Street, | 1942. 


president of Frederick & Nelson, 
a unit of Marshall Field & Co., 
said: “Our own trend of costs and 
profits follows the national pattern 
closely. Our 1946 rate of markup 
was the lowest in 10 years and 
is now exactly the same as it was 
at the time the OPA controls were 
discontinued. Markdowns have 
increased heavily, and cash dis- 


counts from manufacturers have | 


decreased. . . 


“The decreased gross margin | 


} 


eration have resulted in sharp ntl 
creases in net profit before taxes. | 


than for either of the two pre-| 
ceding years, and our estimates 
for 1947 indicate a dollar profit 


lower than for any year since 


“The dollar profit before taxes 
for the first half of 1947 is re- 
_duced almost half from 1946, and 
|also is lower than for any year 
since 1942.” 

Representatives of the food in- 
|dustry reverted continually to the) 
high cost of wheat as perhaps the | 
most important single factor in| 
pushing up prices. 

Speaking for the northwest’s | 
‘feed industry, Troy V. Cox, vice- 
president of Albers Milling Com-| 


and the increased expenses of op-| pany, traced the effect of govern- 
ment purchases of grain for ex- 
port on the prices of grain and 
The 1946 dollar amount was lower | feed ingredients, and said: 


“High prices are inevitable as 
long as we try to feed the world.” 
He opposed the suggestion for a 
return to price control and ration- 
ing as likely to “lead to general 
chaos,” and said at present prices, 


“wheat automatically will be 
saved.” 
The National Labor Bureau, 


representing various unions, pre- 
sented a detailed study showing 
that: 

“In point of time, wage in- 
creases have followed far behind 
and have not led to food price 
increases. 

“In per cent of increases, wages 
have fallen disastrously below in- 


Advertising Age, November 3, 1547 
creases in the prices of the foo 
products produced for those 
wages. 

“Wage rates must increase aj 
least until they catch up with 
continuing rapid rises in consume 
food prices.” 


Elects Byron Foy 


Jack & Heintz Precision Indus 
tries, Inc., Cleveland, has electe 
Byron C. Foy, chairman of. 
board, president of the company 
succeeding William S. Jack, wh 
has resigned. Mr. Foy will als 
continue as chairman. 


Agency Changes Name 


| Edward L. Sedgwick Company 
|Peoria, Ill., agency, has change; 
its name to Sedgwick, Arbingas 
|& Becht. 
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For: Best single issue, 


For: Best series of articles, 


Industrial Group 


First Award 


To: MILL & FACTORY 


Industrial Group 
Award of Merit 


To: LIQUOR STORE 


& DISPENSER 


For: Best single article, 


Merchandising Group 
Award of Merit 


To: LIQUOR STORE 
& DISPENSER 


For: Best single article, 


Merchandisirg Group 
Award of Merit 


Condnsted 


... Lwicea 


To: AVIATION MAINTE- 
NANCE & OPERATIONS 


For: Best single article, 
Service Group 
Award of Merit 


To: MILL & FACTORY 


For: Best single article, 
Industrial Group 


Award of Merit 


To: MILL & FACTORY 
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Bell Will Make 
Dishwashers for 
Kitchen Kraft Co. 


Cuicaco—Kitchen Kraft Corpo- 
ration here has contracted with 
Bell Aircraft Corporation, Buffalo 
airplane manufacturer, for pro- 


by J. Walter Thompson Company 
here, will open with local news- 
paper and radio promotion. De- 
tails of the ad program have not 
been decided. 


Two Name Bass-Luckoff 
Bass-Luckoff of Hollywood has | 


been appointed to direct the ad-| 
vertising of Hoffman Fig Ranch, 


‘Soaper’ Gillam 
Again Blasts Big 


Soap Companies 
Fort WortH — The hard-boiled 


'rate of increase, will soon over- 
take the prices of fat and oil ma- 


Lever Brothers bears much of the} 
brunt of the new attack. 
Excerpts: 
“Soap prices are going higher 
every day. And, at their present 


full-page ad that E. O. Gillam, terials. These increases are cost- 
local soap maker, used against the |ing the users of soap products ap- 


|major soap companies when “The proximately $2,285,000 a day—and 


| 


Indus duction by Bell of 100,000 -me- Inc., Northridge, Cal., using maga. | Hucksters” opened here last sum-| of course a like profit is swelling 
rab dium-size dishwashers next year. | sines and direct mail, and Rhodes|™er was only sissy stuff (AA,| the coffers of the soap monopolies. 
te Bell will make a pilot run of| Jewelers, Los Angeles, using news- | Aug. 11). At least it seems so} (Is $300,000 a year enough to pay | 
Swit 25,000 machines, according to| papers, radio and direct mail. now that Mr. Gillam has run an-/|a clever young man? With enough 
ill alse full page in the Fort Worth| publicity he could put over this 
ite aft. ventually, is| Rs . . ress. kind of deal on or off the Citizens | 

company will have them built in nar, sak ntact b He used the movie’s opening in! Food Committee.)” 
ame three other plants in the U. S. licity sf nee og co B wang alll aoe August to blast the “soap monop-| “It seems to me that the time 
Three sizes—24, 48 and 84 inches New York joined Abbott Kimball oly.” This time he assails the na-|is ripe now for American soap 
ree ap —will be made and sold nationally Company, New York, on Nov. 1 tional companies for allegedly|users to voice a loud protest! 
leon by late next year or 1949. as vice-president and member of | creating a soap shortage and high | against this apparent ‘shakedown’ | 
a Advertising, which is handled’ the board of directors. soap prices. Charles Luckman of| by foreign soapers who have suc-| 


> ahany as any other publishing house 


We are proud to be able to announce that the 
Conover-Mast Corporation, with four business 
papers won six awards in the 1947 Editorial 
Achievement Contest conducted by Industrial 
Marketing. This is double the number of 
awards received by any other business paper 
publisher, regardless of the number of maga- 


zines published. 


—Win 24 awards in ten years 
In the ten years this contest has been conducted, 


Conover-Mast publications have received a total 
of twenty-four awards. I think the editors and 


achievement, 


staffs of these Conover-Mast Publications can 
take pride in this consistent record of editorial 


These highly coveted honors are not only evi- 
dence of service to the industries these publica- 
tions reach but they also stand as a goal toward 
which the Conover-Mast organization shall con- 


tinue to strive. 


President, Conover-Mast Corp. 


Here are the editors and business managers of the Conover-Mast Publications. Mounted on the 
wall are some of the awards received in previous years. Thirteen of these have gone to Mill & 
Factory; four to Liquor Store & Dispenser; five to Aviation Maintenance & Operations while 
Purchasing has received two. Left to right standing are: Joseph Mehr, Bus. Mgr.. AM&O; E. M. 
Stanley, Bus. Mgr.. M&F; C. C. Harrington, Ed., M&F. Left to right seated are: Frank Haring, 


l'd., LS&D; Arthur W. D. Harris, Ed., AM&O: C. Frank Jobson, Bus. Megr., LS&D; Stuart F. 


Heinritz, Ed., Purchasing; A. M. Morse, Jr., Mgr., Purchasing. 


Conover-Mast Corporation, 205 E. 42nd St., New York 17; 333 No. Michigan Ave., 
Chicago 1; Leader Bldg., Cleveland 14; 5670 Wilshire Blvd., Los Angeles 36. 


ceeded in taking over American 
industry through the media of 
radio, high pressure and undue in- 
fluence in Washington.” 

Main point in the copy is that 


|'government permits for exporta- 


tion of large amounts of inedible 
fats and oils, for processing into 
soap in Europe, has caused soap 
tallow prices to double. 

Mr. Gillam declares that sales 
of his Ego soap powder have in- 
creased since showing of “The 


'Hucksters.” “Every package sold,” 


his ad says, “‘retards the progress 
of a dangerous soap monopoly. . .” 


Ekco Appoints Murdock 


Mrs. Iris Murdock, president of 
Murdock Metal Products, Inc., un- 
til it was purchased by Ekco Prod- 
ucts Company, Chicago, last year, 
has been appointed an assistant 
sales manager of the housewares 
division of Ekco. Joining Ekco 
last spring as director of promo- 
tional sales for the department 
store division, she will continue 
to be in charge of sales counselors 
and demonstrators. 


Merchant-Owned 
CLEVELAND 


SHOPPING NEWS 


MUST SHOW 
SALES RESULTS 


The leading retailers whoown 
and publish Shopping News 
expect it to attract buyers to 
their stores 


it hasn’t let them 


down in 26 years! 


Since 1921, Shopping News 
—the pioneer of merchant- 
owned shopping newspapers, 
has produced results for lead- 
ing Cleveland retailers. If it 
hadn't—it wouldn't have sur- 
vived' Hard headed business 
men won't consciously waste 
money—for long! 

National advertisers are fol- 
lowing the lead of these re- 
tailers—with considerable 
success. Put your story across 
in Shopping News, the twice- 
a-week home-delivered source 
of buying information for the 
“purchasing agents” of Cleve- 
land's 270,882 “buying-est” 
families 


SHOPPING NEWS 


5309 HAMILTON | 
CLEVELAND 14, OHIO 


JAMES A. COVENEY COMPANY 


501 FIFTH AVE. = NEW YORK 17, N.Y. 
Chicago + Boston St.’Louis- 
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Advertising ‘Age's 


ez CONSUMER MARKET DATA BOOK 


100 EAST OHIO STREET, 330 WEST 42nd New 


Industry's Public 
Relations Boners 
Told Comptrollers 


Cuicaco—Management operates 
“on the assumption that workers 


or don’t care, how our economy 
functions,’ James W. Irwin, assist- 
ant to the president and director 
of public relations, Ford Motor 
Company, believes. 

Speaking before the convention 
of the Comptrollers’ Institute of 
America here, Mr. Irwin pointed 
out that while management does 
little to try to communicate with 
workers, the “workers’ educa- 
tional programs are _ operating 
efficiently through a variety of 
channels.” 

Management, he declared, must 
increase its communication with 


leading consumer magazines to 
get more and more people to 
use the ‘yellow pages’ in finding 
local dealers of advertised brands. 


|employes, both by giving infor. 


/mation to workers and by giving 


} 
| 


workers an opportunity to com- 
municate with employers. 


Use Newspapermen 


“Personally,” Mr. Irwin said, “J 
am convinced that the most effec- 
tive type of employe publication 
is that which is patterned after 
the county seat weekly newspaper, 
edited by a capable newspaper- 


know all about, or enough about, | ™2@" who has, or who can earn, 


the confidence of management and 
the worker, reporting news of the 
company and its employes in a 
straightforward manner. 

“In all forms of communication 
the most direct approach is the 
best. That’s why company letters 
are so successful as a means of 
communication, particularly if 
they’re from the president of the 
company.” 

He also advocated advertising 
in plant city newspapers, adding 
that such advertising “should not 
necessarily be reserved as an 
emergency measure only.” 


Weston Smith Speaks 


Weston Smith, vice-president of 
| Financial World, New York, told 
the meeting that company annual 
| reports give too little information 
| to the public and employes. 
, “The balance sheet should be 
/so adjusted,” he said, “that it may 
|in a sense tie into the balance] 
sheet of the nation. Any items 
| that represent wasteful duplica- 
tion or anti-social activities must 
be eliminated. The almost gen- 
eral elimination of ‘good will’ is 
an illustration. By the same token, 
the income statement must tie 
into the consumers’ dollar. . . 
“Part of the aim should be to 
| disabuse the public mind of the 
notion that the owners and man- 
agers are the only beneficiaries of 
| the enterprise. Competitive 
profits are always earned, and are 
socially desirable. Thus there may 
be established in business, with 
the aid of the annual report, a true 
social point of view. Once each 
private enterpriser recognizes his 
part in producing for society, as 
a responsible part thereof, he will 
be taking a social point of view 
That is the surest way to make 
private enterprise fit into a democ- 
racy.” 


Advertising No Cure-all 


Leonard J. Fletcher, director of 
training and community relations, 
Caterpillar Tractor Company, Pe- 
oria, Ill., emphasized the impor- 
tance of working in the plant cit) 
to overcome the public’s ignorance 
of economic life. Too many busi- 
ness men, he pointed out, sa) 
“They love my products, the) 
must love me.” 


Dealers are told, in their trade 
publications, the advantages of 
being identified in the ‘yellow 
pages’ with the brands they sell. 


Another mistake, Mr. Fletche! 
declared, is belief that when con- 
fidence in business institutions | 


to the classified section. 


name over a list of local outlets.. 


vents substitution and effectively insures your national 


brand name advertising. 


seekers of branded products, It’s a well-developed link 
between your prospects and your product...one that pre- 


this advertising campaign 
? links your with your produc[ 


Year in, year out, the ‘yellow pages’ of the Telephone Directory have 


been publicized in national magazines. In this year alone, a total of 
246,000,000 messages will appear in Life, Saturday Evening Post, 
Ladies’ Home Journal, Time, Collier’s, and others. 


As a result of this long, steady campaign, Trade Mark Service in the 
‘yellow pages’ has grown in importance in helping manufacturers to 
localize their national advertising. It’s always popular with consumers 
because every telephone subscriber has a directory and can easily refer 


Trade Mark Service... which consists of putting your trade-mark and 
. does receive plenty of attention from 


lost it can be regained by adver- 
| tising. 

“This confidence was not los 
that way,” he pointed out. ‘“Hov 
many of you from 1920 to 1940 
remember full-page advertis- 
ing anywhere calling the atten- 
‘tion of the public to misdeeds © 
‘economic royalists,’ the beautie 
of the promised land of planne¢ 
economy or the like? ... Conf- 
‘dence in the service rendered }! 
American industry largely wéa 
lost through personal contact. 

“This tide of misunderstandin 
can be turned only when thé 
American business man adds . - 
the job of developing understan® 
ing” which can best be done 
his own community where tb 
name of the company “recall 
people rather than products,” M 
Fletcher asserted. 


Hardman to Riordan 


John H. Riordan Company, L 
Angeles, has been appointec ' 
handle the advertising of Har 
man Mfg. Company, Southga" 
Cal. Aviation publications 
be used to promote the company’ 
new airliner chairs. 
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readers are 


the JONESES* 


other people 


try to 


keep up with... 


*K When it comes to buying a suit, soap, or silverware, count on 
the Joneses’ superlative taste ...the kind of taste that makes 
them prefer Cosmopolitan’s great fiction. Anything other people | 
do...the Joneses do better. They dress better, eat better, buy | 
more freely and get more fun out of life. Their spending | 
temperament and talent for zestful living make them pacesetters 
in every community. 
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ant turntable stage is a full — 
backstage railroad. Gold- 
h and the contour curtain | 


3 
the world's largest theater. Its g % 
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the Journal-American delivers the 
largest evening audience ever 
ottered advertiser 


N the greatest entertainment city in the world, where “box 
office” is another way of saying “success”, a newspaper must 
give a hit show every evening if it is to build and hold the 


largest evening audience. 


Journal-American readers are go-places people. To provide 
them with the news and features they like, we give them the 
stars of newspaperdom: writers, critics, reporters whose names 


are as famous as 42nd Street itself. 


That’s one reason why the Journal-American is “box office”, a 
sell-out at the newsstands, why it delivers the largest evening 
audience in New York history, and goes home with 42 of every 


100 persons who buy a metropolitan evening newspaper. 


Such public preference demonstrates plainly that more and 
more New Yorkers find what they want in the Journal- 
American; in its news articles, features . . . and in its adver- 
tising. Follow the swing to New York’s dominant evening 
newspaper and win greater sales influence in the world’s 


greatest concentration of buying power. 


YOUR STORY STRIKES HOME IN THE 


OFFICE 


New York 


mnal- Americ 


that help 


CAN }{ PEOPLE 7 > 


NATIONALLY REPRESENTED BY HEARST. ADVERTISING SERVICE 


= 
AN AMERICAN }{ PAPER FOR THE JL AMER! | 
| 


Blankets Northwest 


Growers 
© No competition — Only N. 
growers’ mogazine. 
© 5 editions — ods run in all 5, 


Gath, rut 


5-IN-1 MAGAZINE: 


1135 S. E. SALWON ST. * PORTLAND 14, OREGOR 


Gets Ashtray Account 


Harry M. Anholt, manager of 
Brown Palace Hotel, Denver, has 
appointed Eugene Cervi & Asso- 
ciates, Denver, to handle the mar- 
keting and promotion of his new 
porcelain ash tray, known as An- 
holt ash tray. Trade publications 
will be used. 


TOP paid circulation 
and TOP PULL 

in the $500,000,000 
Radio Serviceman 
market 


give 
for it today. 


Our brochure will 
you all the 
© © getails ... Send 


C BOLAND & BOYCE INC., PUBLISHERS ) 


460 Bloomfield Ave., Montclair 4, N. J. 


Ad Campaign Aids 
Boston Shipping 


Boston—Port of Boston imports 
have increased 50% and exports 
30% since the Port of Boston Au- 
thority promotion program was 
launched last May, according to 
port officials. 

The drive was established six 
months ago in combination with 
the opening of sales offices and 
traffic representatives in New 
York, Washington and Chicago. 

Informative promotion, such as 
a monthly bulletin of traffic news 
and sailings, is regularly circu- 
lated within the shipping industry 
and the Port of Boston is using a 
basic space advertising schedule 
in Distribution Age, Export Trade 
and Shipper, Exporters Digest, 
Traffic World and World Ports 
and in several newspapers de- 
voted to commercial news. 

In addition, the Port ran 600- 
line ads in the New York Times, 
New York Herald Tribune and a 
few other papers during the week 


of Oct. 20. It also had an exhibit 
at the annual convention of the 
Foreign Trade Association held in 
St. Louis and placed a concen- 
trated advertising schedule in the 
St. Louis Post-Dispatch during 
the convention. 3 

The agency is Harold Cabot & 
Co., Boston. 


Weekly Newspaper 
Linage Shows Gain 


The 8,312 country and suburban 
weekly newspapers of the U. S. 
carried 21,283,710 lines of national 
advertising during September, the 
American Press Association, na- 
tional advertising representative 
of weeklies, reports. At the aver- 
age rate of 45 cents per inch, or 
.032 per line, this amounted to 
$684,119, compared to $677,386 
totaled in August. 

The APA figure is arrived at 
by measuring the national adver- 
tising in newspapers whose cir- 
culation is approximately 5% of 
the circulation of all weekly news- 
papers. The group of newspapers 
measured represents all sections 
of the country. 


There is one simple answer. Advertising in Hardware Age pays 


its sponsors. It is a successful advertising medium because it has 
won and holds the interested readership of nearly all live hard- 
ware men everywhere. 


These 34,000 leader subscribers need and use Hardware Age 


A Chilton Q Publication 


100 EAST 42nd 


in company like this. 


STREET 


26 times a year. It brings news while it’s hot, “How-to-do-its” 
by men who know, and in every issue the biggest line-up of 


Product news advertising in the entire field. You can’t go wrong 


HARDWARE AGE 


@ Charter Member @® 


NEW YORK 17, N. Y. 


No Price Boost 
for Autos Now, 
Henry Ford Says 


Detroit — Although the cost of 
living is spiraling and prices prob- 
ably will continue to swing up- 
ward, necessitating more wage in- 
creases, there is no immediate 
need for boosting automobile 
prices, in the opinion of Henry 
Ford II. 

Asked about higher prices on 
1948 models, due some time in the 
first half of next year, Ford said: 
“We are not even talking about 
it here.” 

The statement came as a sur- 
prise to automotive circles, as 
C. E. Wilson, president of Genera! 
Motors Corporation, recently pre- 
dicted higher prices for GM’s 1948 
lines. 

The youthful chief of the Ford 
empire recalled that his firm had 
tried to stem the upward spiral 
last January. “And we were some- 
what effective,” he said. “But we 
found that our costs of doing 
business the first six months of 
this year increased $30,000,000 
over the previous six months. So 
we had to put prices back up 
again.” 

Ford also outlined plans for de- 
centralizing the vast Rouge plant 
which, he said, had grown too 
large for economical and efficient 
operation. As part of this pro- 
gram, he revealed the purchase of 
a plant in Canton, O., and the 
leasing of a former naval arsenal 
at Center Line, Mich. 

The Canton plant will be used 
for forging operations, which will 
give the company a chance to 
spread its steel mills. The Cen- 
ter Line factory will be used for 
parts and service, plus some man- 
ufacturing. 


Now Karcher & Sarver 


Karcher, Sarver & Slocum, Long 
Beach, Cal., agency, has changed 
its name to Karcher & Sarver 
Principals are George P. Karcher 
and Jon S. Sarver, who have pur- 
chased the interest of J. L. Slocum 
in the agency. 


NBC Advances Seth 


William R. Seth, former direc- 
tor of advertising and promotion 
for NBC’s radio-recording divi- 
sion, has been named manager o! 
advertising and promotion for the 
network’s national spot sales de- 
partment. He will be assisted by 
Charles E. Soden, who has bee 
an aide in the advertising ané 
promotion department. 


JOHN J. GILLIN, PRESIDEN! 


REPRESENTED BY JOHN BLAIR & CO. 
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FAIRCHILD BUSINESS PAPERS—THE HEART OF THE BUSINESS NEWS 


This new building is the inevitable answer to a chronic 
case of growing pains. It was designed to meet the ex- 
panding demands of our expanding list of subscribers— 
who now number 117,079 in the big league industries 


covered by the Fairchild Business Papers. 


This is a big league plant—geared for high-speed pub- 
lishing requirements. It adds 125,000 square feet to our 
over-all plant capacity. It provides vitally needed elbow 


room for our 1107 full-time New York City employees. 


WOMEN’S WEAR DAILY DAILY NEWS RECORD RETAILING HOME FURNISHINGS 


100,000 architects 


more than 


It enables us to spot our various departments around 


strategically so that they function more efficiently and 


cut down the time it takes to disseminate the news. 


This building insures better teamwork with the 254 Fairchild 
people stationed in key cities in the other major areas of 
this country...and with the 327 Fairchild news corres- 


pondents who cover the world for us. 


Fairchild, a big publishing business...keeps pace with 


an ever-growing industry. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3, N.Y. Phone ORchard 4-5000 


Covering the Textile, Apparel, Home Furnishings and related industries 


MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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Poor Promotion 
Gets Blame for 
Plastics Failure 


MANCHESTER, VT.—Poor promo- 
tion is directly responsible for the 
failure ef plastics to come up to 
expectations in the postwar pe- 
riod, J. T. Chirurg told New Eng- 
land members of the Society of 
the Plastics Industry at their fall 
meeting here. 

The president of James Thomas 
Chirurg Company, Boston and 
New York agency, pointed out that 
there is a wealth of misunder- 
standing about plastics among the 
public, manufacturers, product 
designers and even among the 
molders themselves regarding the 
possibilities and proper applica- 
tions of the various plastic ma- 
terials. 

This misunderstanding, he said, 
is resuiting in misapplication, mis- 
use, mistakes and failures in serv- 
ice, and is hurting the reputations 
of many fine plastic materials 
which have excellent performance 
records where they have been 
properly applied. 

“Brand name advertising can do 
little to relieve this situation,’ he 
declared. ‘‘What is needed is an 
industry-wide promotion to do a 
real public relations job for plas- 
tics, educating everyone from the 
designer to the consumer in the | 
proper uses of the various plas- | 
tics.” 

He urged a comprehensive ad 
drive, the establishment of a plas- 
tics ‘“Underwriters’ Laboratory” | 
to police the industry, and the en- 
dowment of a chair in plastics en- | 
gineering at Massachusetts Insti- 
tute of Technology, as aids in solv- 
ing the problems which face the 
industry today. | 


Potter Succeeds Davis 
as Detroit Y4R Head 


Elliott E. Potter, manager of the | 
Los Angeles office of Young & 
Rubicam, has been appointed 
vice-president and manager of the 
Detroit office of Y&R, effective | 
Jan. 1, 1948. He will succeed 
George W. Davis, who is leaving | 
the advertising agency field. 

Mr. Potter will be succeeded in 
Los Angeles by Don Barr, former | 
vice-president of Birds Eye-| 
Snider, Inc. Mr. Barr has been | 
with Y&R in Los Angeles for two_ 
years handling Hunt Foods, Inc., | 
and Bireley’s division of General | 
Foods. 
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SEVEN-PIECE WINDOW TRIMS 


*. 


Showmanship 


-HICAGO SHOW 


To Sherman & Marquette 


M. F. DeMunn, who since the 
war has operated DeMunn & Co., 
agricultural consultant, Harvard, 
Ill., has joined the copy staff of 
the Chicago office of Sherman & 
Marquette. 


Opens Chicago Office 

Bradley Knitting Mills division 
of George W. Borg Corporation, 
Delavan, Wis., has opened sales 
offices in the Merchandise Mart, 
Chicago. 


‘Time’ Promotes Hoeft 


William Hoeft, business man- 
ager of Time, has been appointed 
business manager of the Time- 
Life International. James A. 
Thomason has been named his 
successor on Time. 


Dubrowin Joins Kaufman 


Ralph Dubrowin, formerly sales 
promotion director of Station 
WINX, has joined Henry J. Kauf- 
man & Associates, Washington 
agency, as an account executive. 


GM's Sperry Unit 
Starts Contest, 
Offers Raincape 


San Francisco— Sperry divi- 
sion of General Mills has launched 
a $10,140 prize contest in eight 
western states and Hawaii for 
Sperry pancake and waffle mix. 

Metropolitan Group comics on 
the West Coast carried announce- 
ment ads that 400 winners in the 


“T think Sperry pancake and watf- 
fle mix is the West’s best because 
... letter contest will each re- 
ceive a five-piece set of new West 
Bend aluminum ware. 

The contest is open to residents 
of Arizona, California, Idaho, Ne- 
vada, Oregon, Utah, Washington, 
Wyoming and the Hawaiian Is- 
lands. Knox-Reeves here is the 
agency. 

Sperry is also using a coupon 
ad offering a $4.98 Style Princess 


|Elasti-Glass raincape (made by S. 
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Buchsbaum Company, Chicago) 
for $1 with proof of purchase of a 
package of Sperry Drifted Snow 
flour. 


Opens L. A. Office 


Morgan Advertising Agency, 
Phoenix, Ariz., has opened a Los 
Angeles office at 2404 W. Seventh 
St. Executive staff includes E. Ric 
Clark, formerly with Mithoff & 


count executive, and Anona D. 
Hansen, formerly with Conners & 
Co., Los Angeles, media director. 
Florence Morgan and Joseph 
Reynes, agency partners, will 
divide their time between the two 
offices. 


KEX Appoints Nylander 


Peggy Nylander, formerly with 
Station KSL and Junior Rose 
Festival Association, has been ap- 


Severe New Law 
Restricts Poster 
Industry Displays 


Toronto—A foretaste of what 
might happen should other prov- 
inces pass outdoor poster regula- 
tory laws will be demonstrated in 
Ontario after the first of the year. 


within a quarter of a mile of any 
road without a license, and no 
copy shall be changed without 
government authorization. 

The rule provides that the sizes 
of signs and distance from the 
highway be strictly regulated, that 
no signs shall be closer to each 
other than 1,000 feet, nor less than 
300 feet from an intersection. 

All signs must be kept painted 


White, El Paso, manager; Paul] pointed assistant in the sales pro- 
Terry, formerly with Wade Ad-|motion department 
vertising Agency, Chicago, ac-|KEX, Portland, Ore. 


A new law, set to go into effect |and the name of the owner must 
Station | at that time, declares that no ad- | appear on each one. Annual license 
vertising device shall be erected | fees are decreed on all signs and 


O to college? Our son dreamed of it for 
years—and he also wanted to earn a good 
share of his own way. There’s where those Cap- 
per’s Farmer editors repaid our confidence in 
them. It happened this way: 

When our son was just a boy, he began to 
think of ways to earn money for his education. 
One day he read in Capper’s Farmer about how 
other farm boys were doing it—by taking over 
certain farm activities in partnership with their 
fathers. 

That got him thinking. Then both he and his 
father read another article on a new method of 
raising turkeys. Just the thing! They got the 
booklet on the method and started out with 60 
poults. 


The Magazine Farm People Believe In 


TOPEKA, KANSAS 


Those editors helped 


The business thrived—and later, thanks to 
that turkey money, our boy was able to go to 
college. Now our two girls have taken up the 
turkey business, and are piling up savings so 
they can go, too. 

So you see, Capper’s Farmer has meant a lot to 
our family. No wonder we've such confidence in it! 


* Based on an actual case history in the files of Capper’s Farmer 


Because they do have confidence in Capper’s Farmer, 
1,300,000 leading farm families are strongly influ- 
enced by what they see in its pages. Thus your ad in 
Capper’s Farmer helps to shape their buying habits. 
That's worth knowing in light of a recent study by 
the U. S. Census that points to these same families as 
your top prospects for farm sales! 


range from $1 to $15. 

Henceforth, all red lighting sys- 
tems, flashing lighting, and reflec- 
tor buttons are forbidden, and no 
sign can be illuminated unless 
specific authorization is obtained 
from the government, except with 
respect to signs advertising a busi- 
ness which is conducted on the 
same premises. 

And for the privilege of light- 
ing the posters, an annual fee of 
from $1 to $15, in addition to the 
first fee, is specified by the regu- 
lations. 


Readies Toy Paper 

Bottini Publishing House, Holly- 
wood, will add a new business pa- 
per to its list, to be called Western 
Toy Fair, which will cover the toy 
industry in the 11 western states. 
The first issue is planned for 
Dec. 1. 


Philco Boosts Moran 


John J. Moran, general sales 
manager of Philco Distributors, 
Inc., has been named sales man- 
ager of the accessory division of 
Philco Corporation, Philadelphia. 


These useful “Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting—are constant re- 
minders of your products 
and services .. . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable. 
bright plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted .. . 
with your name or trade 
mark ... at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments. also wording of 
imprints. Quotations will 
be sent promptly. 


Over 44 Years in Business 


STANDARD PRESSED STEEL CO. | 
JENKINTOWN, PA. Box 
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Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 


S S.RUBBER CEMENT CO. 
Michigan Ave. Cen. 3373, Chicago 1 


WIR Operates 24 Hours 

Station WJR, Detroit, is now 
operating 24 hours, seven days a 
week. The late evening and early 
morning programs are devoted to 
music, news and rebroadcasts of 
important public service and in- 
formational programs for night 
workers. 


COVER COLORADO 


WITH 


Loloredo 


Rancher and F q rme er 


R. ficKolvies 


-MEMBER—WESTERN ASSOCIATED FARM PAPERS 


Appoints Seaman A.M. 


S. T. Seaman has been ap- 
pointed advertising manager of 
Webster-Chicago, Chicago manu- 
facturer of wire recorders, phono- 
graphs, phonograph needles and 
record changers. John W. Walt, 
formerly sales promotion man- 
ager of the appliance division of 
Westinghouse Electric Supply 
Company (Chicago branch), has 
been named supervisor of phono- 
‘graph needie~sales. 


Leban Rejoins Schenley 


John L. Leban has rejoined 
Schenley Distillers Corporation, 
New York, in a general executive 
capacity, after an absence of four 
and a half years during which 
time he conducted his own whole- 
sale liquor distributing business. 


Gets Freezer Account 


Fleischman Freezer Company, 
Bronx, New York, manufacturer 
of self-service freezer food cab- 
inets, has appointed S. .Duane 
Lyon, Inc., New York, to handle 
its account. Business papers will 
be used. 


Oil Shortage May 
Revive Wartime 
Heating Rules 


WASHINGTON — The petroleum 


{industry has been given official 


government warning of a de- 
veloping shortage situation which 
may require conservation meas- 
ures involving consumer educa- 
tion campaigns of the type con- 
ducted by the industry during the 
war. 

A letter from Secretary of the 
Interior J. A. Krug told the Na- 
tional Petroleum Council that only 
an abnormally warm winter can 
avert shortages that would bring 
“economic hardship to the public 
and to the industry.” 

While rationing and allocations 
are not yet under consideration, 
Secretary Krug asked immediate 
action by companies individually 


THE TREND, 


hard 


STANDARD OUTDOOR ADVERTISING Ine. 


OR + SHELTON BLDG. + 525 LEXINGTON AVE! » NEW YORK 17, N.Y. + ELDC 
- QUALITY SERVICE IN 1,626 CITIES AND TOWN: 


or by the industry as a group to 
alleviate the situation. He prom- 
ised to get anti-trust clearance 
where the suggestions conflict 
with Justice Department policy. 

Some of the steps that will un- 
doubtedly be considered will be 
consumer advertising looking to- 
ward efficient use of petroleum 
products in household heating. 

A second possible development 
might be a reduction in the in- 
Stallation rate of oil burning 
equipment in homes now being 
built. Such a campaign would 
have long-range significance to all 
fuel industries, for gas and coal- 
heating equipment producers are 
bidding strongly to capture this 
original equipment installation 
trade. 


Localized Shortages 


The American Petroleum Insti- 
tute has already decided against 
advertising on the shortages, at 
least for the present. Its industry 
campaign will continue to stress 
rivalry between the companies 
and the better petroleum products 
which naturally result (AA, Oct. 
27). 

An analysis of the national pe- 
troleum picture prepared by Sec- 
retary Krug shows the U. S. using 
more than 2 billion barrels of 
crude a year, an amount greater 
than world consumption in 1939. 
Current domestic needs are run- 
ning about 11% ahead of last year. 
Though production of crude is 
keeping pace, the industry is ex- 
periencing a shortage of equip- 
ment, which results in localized 
shortages. 

Mr. Krug believes domestic 
crude production is at its peak and 
that a future expansion would in- 
volve “taking oil at a higher rate 
than conservation practices would 
dictate.”” He sees increasing im- 
portation of petroleum ahead on 
the assumption that domestic 
needs will mount to 2.2 billion 
barrels by 1952. 


Maps Cooperative Drive 

Wisconsin Hometown Daily 
Newspapers have launched a co- 
operative advertising program, 
using direct mail and food trade 
publications. The greatest part of 
the promotional effort will be 
given to a 100-page report of 
readership studies on three typical 
papers in the group—Marinette 
Eagle-Star, Wausau Record-Her- 
ald and Racine Journal-Times 
Bert S. Gittins, Advertising, Mil- 
waukee, is handling the campaign 


in the basic sources 


OF MARKET INFORMATION 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


% Industrial Marketing's 


INDUSTRIAL MARKET DATA BOOK® 
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“BATTLED ON A BARGE ON THE HUDSON RIVER, THIS FAMOUS MEETING BETWEEN J. L. SULLIVAN 


Courtesy of Bettmann Archive 
AND JOHN FLOOD ENDED IN THE KNOCKOUT OF THE LATTER IN THE EIGHTH ROUND. MAY 16, 1881." 


SUNDAY PUNCH 


FIRST 3 MARKETS GROUP offers you both 
magazine and picture-roto section com- 
binations—giving you a choice of either 
(1) the Magazine Picture-Roto combina- 
tion or (2) the All Picture-Roto Group. 
Either combination through outstanding 
picture and editorial content assures 
highest reader traffic. 

Win the rich FIRST 3 Markets “purse” 
by concentrating your advertising effort 
in the Group with the Sunday Punch. 


the coverage is over 46%. And in the 
metropolitan areas of the FIRST 3 cities 
of New York, Chicago and Philadelphia. 
the average coverage is 3 out of every 4 
families or 75%. 


This vast market is reached by three 
powerful newspapers, The New York 
Sunday News, The Chicago Sunday 
Tribune, and The Philadelphia Sunday 
Inquirer, with a combined circulation of 


over 7.400.000. 


There’s a rich “purse” to be won in the 
FIRST 3 markets of the country—markets 
that account for an important percentage 
of the total U. S. retail sales. To reach 
this “purse.” concentrated effort is 
needed. This is where “A Sunday Punch” 
comes in—and “Pays Off.” 

FIRST 3 offers you the necessary Sunday 
Punch. covering the Great Industrial 
North and East at an average of 48% in 
379 counties. In 1600 cities and towns. 


NEW YORK SUNDAY NEWS 


THE GROUP 
CHICAGO SUNDAY TRIBUNE 
pce FIRS. PHILADELPHIA SUNDAY INQUIRER 
SU 
PUNCH 


Picture Sections Magazine Sections 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 + Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GArfield 1-7946 
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Urged to Continue 
Service Campaigns 


ATLANTIC City — Declaring that 
public service advertising ‘can 
disarm the critics of advertising— 
including the garden clubs,” 
Charles G. Mortimer Jr., chairman 
of the Advertising Council and 
vice-president of General Foods 
Corporation, urged the outdoor ad- 
vertising industry to continue its 
vigorous support of council proj- 
ects, in addressing the Outdoor 
Advertising Association of Amer- 
ica last Thursday at its annual con- 
vention here. 

Mr. Mortimer reviewed the im- 
portant contributions which out- 
door advertising made to public 
service campaigns during the war 
and has made since, and paid high 
tribute to leaders of the field, in- 


The 


‘he Journal now 
iffers advertisers 
he largest circula- 
ion in its history 
.- both Daily and 
unday. 


You need The Journal 
to sell effectively 
in Oregon's only 
Major Market... 
Metropolitan Port- 
land and its Retail 
Trading Zone. 


'hen you advertise 
in Portland 
® sure to specify... 


The JOURNAL 
ORTLAND, OREGON 


“Member Metropolitan 


door Advertising Incorporated;|another $15,000,000, 
Edward Donnelly Jr., John Don-|owners from coast to 
nelly & Sons; Herbert Fisk, Out- than $13,000,000. 

door Advertising Association of; “The results came out in pretty 


America, and Mark Seelen, OAI, | big figures: $1 billion worth of ad- 


and plant 
coast more 


all of whom are members of the vertising harnessed to the war ef- | 


board of the council. ‘fort; 538,000,000 pounds of fats; 


“Between 1942 and the end of | 23,000,000 tons of scrap paper; 


the war,’ he continued, “more | 50,000 victory gardens, etc. 

than $43,000,000 worth of outdoor | “What did we learn? Well, we 
advertising space was contributed |uncorked a genie! We untapped 
in support of war messages. Na- | vast unsuspected reservoirs of 
tional advertisers gave $15,000,000 | spontaneous cooperation. You 


|cluding Kerwin H. Fulton, Out-!worth of space; local advertisers |members of the outdoor advertis- 


Outdoor Admen 


ing industry, who played such a 


‘big part in this program, need 
hardly be told that this experience 
|}opened many eyes to a whole new 
‘concept of advertising. 


Reveals Sound Pattern 


_ “By associating poster copy with 
|problems uppermost in the public 
mind, both advertisers and the out- 
door medium proved the soundness 
of a new public relations pattern. 
It was a $43,000,000 formula for 


‘building community acceptance 
‘and industry leadership.” 
| Mr. Mortimer described the 
|Freedom Train project, and said 
| that before it arrives at each of its 
‘scheduled stops, 24-sheet posters 
will sound a call to friends and 
neighbors to visit the traveling 
shrine and acquire a new apprecia- 
tion of their rights and duties as 
Americans. 

“By the time the Freedom Train 
completes its 12-month tour of 300 
cities,” he said, “3,350 of your post- 


ers W 
millior 
siding 
ments 
each 


the ne" 
unders 
system 
underti 


will 
| or fc 
} 
train's 
The 
—— 
| 
| -* 
| 

; ~ 


\\ 


ers will have helped to beckon 
millions of Americans to a railroad 
siding to see the priceless docu- 
ments that record our heritage. In 
each of the 300 cities visited by the 
train, your 50% poster showing 
will have sounded a clarion call 
or four weeks preceding the 
(rain’s arrival.” 

The council chairman described 
the new program for better public 
understanding of our economic 
system as the most important ever 
undertaken by the organization. He 


outlined the way in which the ma- |have followed many of the coun- 
terial for the campaign will be |cil’s campaigns, Mr. Mortimer said, 
prepared and presented and added, | ‘The foreseeable need for continu- 
“Thus the Advertising Council— |ed support of urgent public service 
and that means outdoor advertis- | programs is greater than ever. I 
ing and the other component parts |know that the council can count 
of the council—takes its place not |on outdoor advertising to continue, 


only as a tremendous force within |and expand, if it possibly can, the | tober, 1941, with a grant of $150,- | 
the advertising industry, but as a| magnificent job it has done to| 


potentially vital factor in the na- date.” 


tion’s economic harmony and prog- 
ress.” y preg | Foundation Progresses 


After summarizing some of the 


Outdoor Advertising Foundation 
at the University of Notre Dame, 
was described by Burr L. Robbins, 
General Outdoor Advertising 
Company, Chicago, chairman of 
the association committee. The 
foundation was established in Oc- 


000, practically all of which has 
already been contributed. 
James E. McCarthy, dean of the 


school of commerce of the uni- 
An interesting activity of the/ versity, is director of the founda- 


course in outdoor advertising 
which is conducted at Notre Dame. 
This is the only college course of 
the kind provided anywhere, and 
has proven unusually successful, 
as the industry is making a place 
‘for all of those graduated. 

Mr. Robbins and Dean Mc- 
‘Carthy also told the convention 
that the foundation is conducting 


/a considerable volume of research . 


‘in all phases of outdoor advertis- 
|ing, including the design of struc- 


important tangible results which | outdoor advertising industry, the| tion, and is also in charge of the tures and other physical char- 


How Death Took Holiday 


Los Angeles 


“We're going to kill 240 people this 
month.” 


That’s what the Safety Council told 
members of the Los Angeles Advertis- 
ing Club back in December, 1945. 
Traffic deaths were the highest in the 
U.S. A. 


But preaching safety hadn’t done 
any good. 


So the Ad Club task force added a 
grim new twist to their usual signs, 
sermons and spot announcements. A 
picture of every accident was splashed 
on the front pages of the newspapers. 
They 
sprawled ungracefully in pools of 
blood ... or battered beyond recogni- 
tion by crumpled metal and shattered 


showed mangled bodies 


glass. 


Came the gay New Year's Eve. There 
wasn’t a single death in 12 hours... 
in 48... in 96. Death was taking a 
holiday. Finally, in the 139th hour, a 
drunk lunged for a street car and was 
struck down. That ended the drunk— 


and the longest safety period in the 
city’s history*. 


From this grim story with a happy 
ending, advertising men can draw an 
obvious moral: nothing moves people 
like pictures. This fact has long been 
known to the editors of PARADE, 
the Sunday Picture Magazine. 


Just one example of PARADE’S 
potency is the fact that it attracts 
25% to 33% more cover-to-cover 
readership than its competition. And 
this PICTURE POWER carries over 
into the advertising pages, too. In 
comparisons of Starch reports for 
identical ads in Sunday, weekly, or 
women’s magazines, PARADE is con- 
sistently on top in readers per dollar. 


Why not ask us to prove it? 


You ought to be in pictures... in 


*With a continuing picture campaign, Los 
Angeles has reduced its traffic death rate 
16% for the first six months of 1947. 


| acteristics. This work is to be con- 
‘tinued on a broadened base in the 
future. 


3 Join House & Leland 


Hank Morton, formerly assistant 


advertising manager of Ditto, Inc., | 
/Chicago, and with Russell T. Gray 
/and J. R. Hamilton, has been ap- 


pointed an account executive of 


|House & Leland, Portland, Ore., 


|advertising agency. Joseph A. 
Liptak and William H. Weber, for- 


/merly with The Saturday Evening | 


| Post, have joined the agency’s art 
| staff. 


We Wanted to Know 


About Inquiries! 


While the primary purpose of PD&D 
is to give a lot of coverage at low cost 


in the design field, it does produce in-’. 


quiries. 


Inquiries cost us money so naturally 
we wanted to know all we could find out 
about them. From our studies we have 
come up with vital data on two important 
questions: 


1. From what type of men may adver- 
tisers in PD&D expect inquiries? 


2. What action may be expected when 
these inquiries are followed up? 


For the answer to the first question, we 
have listed the first thousand men who, 
after reading the July 1947 issue, sent in 
requests for additional information on 
our reader service cards. A few moments 
going over this list—a cross-section of 
proven readers of PD&D—gives a good 
picture of the type of men from whom 
advertisers may expect inquiries. 


As a second step in our attempt to 


evaluate the worth of the inquiries being | 


forwarded to our advertisers, we have | 


already made eleven surveys among the 


men who requested additional informa- 


tion on specific products. We sent out | 


706 letters inquiring what happened as a 
result of their requests and received 502 
replies—a 71°/, return, and they are still 
coming in. Besides checking the answers 
to three specific questions, 127 or 25% 
made additional comments on the service. 


An analysis of these answers and com- 
ments has provided us with specific in- 
formation on what action advertisers may 
expect from the men who read PD&D. 


We are looking forward to an op- 
portunity of showing you this data. 


Product Design 
& Development 


Published by Franklin H. Johnson, Inc. 
138 East 47th Street 


New York 17, N. Y. 
Telephones: Eldorado 5-70/!, Plaza 9-2536 
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in CIRCULATION 


in ADVERTISING 
‘Win LEADERSHIP 


| 


| 


| price 
| three cents per copy in New York 


‘NY Times’ Ups Price 


The New York Times has in- 


| creased the newsstand price of its 


Sunday edition from 10 cents to 
15 cents per copy in New York 
City and suburbs. The weekday 
will remain unchanged, 


City and four cents in the suburbs. 


Rejoins Bright Star 


William M. Riordan has re- 
joined Bright Star Battery Com- 
pany, Clifton, N. J., as sales man- 
ager, a post he held from 1924 to 
1936, when he resigned to estab- 


lish his own sales and advertising | 
| counsel office in New York. 


you... 


The Hollywood Reporter, 
6715 Sunset Boulevard, 
Hollywood 28, California. 


Get YOUR Copy — MARKET DATA BROCHURE ON 


The Wealthiest and Most- 
Influential Market of All 


“HOW TO WIN HOLLYWOOD SALES AND 
INFLUENCE NATIONAL BUYING HABITS” 


Available on request — simply mail coupon 


A tactual story for all sales seekers .. . 
market of all is revealed in this market data brochure now available to © 
compiled by The Hollywood Reporter, described by Newsweek as 
“the most influential trade paper in the motion picture industry.” 


Please send me your market data brochure: ‘How to Win Hollywood 
Sales and Influence National Buying Habits.’’ No charge is involved. 


the wealthiest, most-influential 
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Regulation 
Ends; Credit Men 


Predict Caution 
GMAC Hits Advertis- 


ing of Down Payments, 
Terms as Harmful 


NEw YorK—With the ending of 


the Federal Reserve Board’s Reg- 


ulation W on Nov. 1, a number of 
credit and finance companies an- 
nounced credit policies for a W- 
less future. 

General Motors Acceptance Cor- 
poration, which handles the bulk 
of GM’s automobile financing, said 
“we will neither advertise nor 
promote any specific terms, nor 
will we compete with other 
financing agencies on the basis of 
high-cost ‘easy’ terms.” 

The statement was credited to 
John J. Schumann Jr., president 
of GMAC, who also declared 
“there must be no return of cer- 
tain practices which were preva- 
lent before the war, such as pub- 
lishing and advertising of specific 
long terms and small down pay- 
ments. Regardless of any com- 
petitive provocation, sellers and 
financing agencies must refrain 
from competition on the basis of 
easy credit terms.” 


Will Modify ‘W’ Slightly 
He urged caution on sellers, 
buyers, finance companies, banks 


and other financing agencies, and 
expressed confidence that the 


“dealers with whom we do busi- 


icy. 

Another major factor in the 
field, Commercial Credit Corpora- 
tion, Baltimore, said in a state- 
ment by Howard L. Wynegar, 
president, that CCC will modify 
some provisions of Regulation W. 
Down payments on cars made 
during and after 1938 will con- 
tinue at one-third the purchase 
price, cars made before 1938 will 
require a 40% down payment. 
New car buyers may spread their 
payments over 24 months; 1946-47 
used car buyers get 18 months 
maximum; 1938-42 car buyers 
have 15 months to complete their 
payments. 

Except for radios, the minimum 
down payment on appliances will 
be 20% under CCC’s terms, with a 
36-month amortization period. 
Radios require a 20% initial pay- 
ment, with 24 months maximum 
time for payment of the re- 
mainder. 


Bank Policies to Vary 


(These terms are close to those 
recommended by the American 
Bankers Association to member 
banks (AA, Aug. 11). Down pay- 
ments and maximum terms are 
identical for cars, except that 
ABA recommended that down 
payments of 1941-42 models be 
40%, and that radio and television 
sets require a 25% down payment, 
18 months to pay the balance.) 

However, in the case of banks, 
there are differing circumstances. 
Banks may, as the large financing 
companies may not, use direct 
loans to individuals for the pur- 
pose of purchasing cars, appli- 
ances, etc. Heretofore, these loans 
have been affected by Regulation 
W; hereafter, they will not be and 
will vary with the bank and with 


|ness” will adhere to GMAC’s pol- | 


the individual. 

Banks may either buy “dealer 
paper” (contracts executed by the 
dealer with his customers), in 
which case they will probably 
stick close to the ABA and Com- 
mercial Credit formulae, or they 
may make the loan direct, mak- 
ing whatever provisions the indi- 
vidual case warrants, subject to 
the banking laws under which 
they operate. 

For example, the Industrial 
Bank of Commerce, the Morris 
Plan banks’ New York member, 
is issuing advice to dealers on its 
position on Regulation W’s disap- 
pearance, and its terms are close 
to those of the ABA. But its di- 
rect loan departments will operate 
on a different basis. 

The Morris Plan Corporation it- 
self, a major financing factor, was 
planning to make no statement. 

William I. Wilson, vice-presi- 
dent of C. I. T. Corporation, said 
his firm is urging dealers to main- 
tain down payments equal to those 
existing under Regulation W, and 
to “follow a conservative pattern” 
in adjusting remaining payments 
to fit the requirements of the cus- 
tomer. 


To Associated Agency 

Associated Advertising Agency, 
Inc., Cincinnati, has been ap- 
pointed to handle the advertising 
of Deepfreeze Distributing Cor- 
poration, Cincinnati. Newspapers 
are being used. 


Form Frisco PR Firm 

Gary Kriedt, formerly assistant 
manager of the San Francisco 
Convention and Tourist Bureau, 
and J. Clarence Myers have 
formed a public relations and ex- 
hibit management service with of- 
fices in the Palace Hotel, San 
Francisco. 


ABC PUBLISHER'S STATEMENT 
March 31, 1947 


Post-intelligencer 
Second Paper ...........226,505 


280,935 
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"Because of our perfectly natural dislike of being 
overwhelmed in our own homeland,” says King 


Abdullah, “we are called blind nationalists and 


heartless anti-Semites . .. No people on earth have 
been less ‘anti-Semitic than the Arabs...We 
say that Palestine has already sheltered 600,000 


sistant refugees . .. We believe it is now the turn of the 


ancisco 
sureau, 

have 
nd ex- 
‘ith of- 
San 


rest of the world to accept some of them.” In his 
remarkable message to America, King Abdullah 
publicly presents, for the first time, the position of 
the Arab people on the important and pressing 
problem of Palestine .. . Read, in the November 


issue of THE AMERICAN MAGAZINE: 


THIS MESSAGE of world-wide 
significance from a leading Moslem 
spokesman states the Arab position on Pales- 
tine. It is typical of the alertness of THE 
AMERICAN MaGazinE in presenting authoritative 
articles on both sides of important subjects. Next 
month, THe AMERICAN MaGaziNE will publish a 
similar message from Dr. Abba Hillel Silver, 
Chairman of the American Section, Jewish Agency 
for Palestine. 


“AS THE ARABS SEE THE JEWS” 


by His Majesty Abdullah 
King of Trans-Jordan 


SMART NEW COVERS! 
EASIER READABILITY! 
FRESH ART TREATMENT! 


Advertising with “AUTHORITY” 


Month in and month out, THe AMERICAN MaGaZINE presents BRIGHTER ILLUSTRATIONS! 
its readers with timely articles on subjects that directly affect 
the daily lives of all Americans. 
Not only that, but it does so with authority—for you'll find these 
articles written and signed by top people—kings, if necessary! 
Over the years, this policy has built a special character and 
reputation for THe AMERICAN MaGazinE which make its male- 


female audience one of the most responsive in the whole field 
of publishing. 

Thus, all advertising in Tut AMERICAN MaGaZINE also acquires 
an “authority” above and beyond its importance measured in 
circulation figures alone. 


Dollar for dollar, page for page, no other magazine 


can match the responsive, multimillion, male-female 
circulation delivered by THe AMERICAN MAGAZINE. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N, ¥., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER S, AND WOMAN S HOME COMPANION 
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N Spier | 


York, has transferred its account | an Street Cars 


from N. W. Ayer & Son to Frank- | 


here. 

WCTS plans to equip four street 
cars and trolley buses with FM 
receiving equipment and to oper- 


lin Spier, New York. |s them during all hours in 
in Cincinnati ,which the station broadcasts. 
EXCITING NEW CONCERT PRODUCTION AND | CINCINNATI— To acquaint Station engineers admit that 


public with the merits of FM 
broadcasting, and investigate pos- 
| sibilities for a new medium, Sta- 
‘tion WCTS, FM affiliate of the 
| Cincinnati Times-Star’s WKRC, 
| last week began experimenting | 
| with FM reception on street cars| 


there is a major problem to solve 
in making speaker arrangements 
so tuat programs will not blast 
the eardrums of passengers closest 
to receivers. Passengers’ reactions 
will, of course, be surveyed. 

It is believed that FM on street 


MUNTZ 
MAKES 
MOVIES 


. -SHORE PRODUCTIONS, 6425 HOLLYWOOD BivD 
ROLLTWOOR 26 Cai 


cars and trolley buses here would 
reach a far greater audience than 
would FM broadcasts in depart- 
ment stores and public places. 


McCann Names Warner 


Edward L. Warner Jr., formerly 
manager of the aviation division 
of Automotive & Aviation Parts 
Manufacturers, Inc., has been ap- 
pointed director of public rela- 
tions in the Detroit office of Mc- 
Cann-Erickson, succeeding Robert 
LaBlonde. 


HYGEIA 


articles or its accepted* 


creased. 


Mirrors the Doctor’s Advice 


Holds 
the Mother’s 
Confidence 


THE BEST THOUGHT of many professional men 
and women, selected by American Medical Associa- 
tion editors, goes into the stimulating pages of 
HYGEIA. Thought on the very subjects most vital 
to the multitude of mothers who read HYGEIA at 
home and in their doctors’ offices: on feeding and 
clothing the baby, hygiene in the nursery and the 
kitchen, play and development, ete. 


Small wonder mothers look to HYGEIA with con- 
fidence — whether they are reading its authoritative 


advertising! 


The oftener they find YOUR advertising messages 
between the covers of HYGEIA, the more consist- 
ently their acceptance of your products can be in- 


Vew readership data is ready for mailing now. May we send it? 


-~* Readers know that all adver- 
tising in HYGEIA conforms 
to high professional standards. 


AMERICAN MEDICAL ASSOCIATION | 
535 North Dearborn St. e 


THE HEALTH MAGAZINE 
OF THE 


Chicago 10, Illinois 


| 
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Prices fo Rise, 
Demand fo Fall, 
Shoe Men Agree 


Cuicaco — The price the con- 
sumer is asked to pay for shoes i: 
high—very high. The immediate 
outlook is that this price will be 
higher. The unit sales at retail 
are declining and the unit pro- 
duction will consequently decline. 

This blunt observation came last 
week from Edward C. Orr, who 
ought to know. He is president of 
the National Shoe Retailers As- 
sociation. He made his gloomy 
prediction at the opening of the 
semi-annual National Shoe Fair, 
held here in five hotels for more 
than 12,000 buyers. 

About 650 exhibitors used 1,200 
exhibits and display spaces—a 
record for the fair. Among these 
were the industry’s trade publish- 
ers, equipment makers, a group of 
British shoe exporters and hun- 
dreds of shoe, boot, slipper, over- 
shoe, shoe sole and other manu- 
facturers. Supply of leather, 
plastic, rubber and other types of 
footwear appeared wholly ample 
meet retail demand. 


Advertising 


Must Steer Narrow Course 

| Mr. Orr put the buyer’s problem 
|/in a nutshell: Retailers face the 
| Seylla of buying too little—as hap- 
| pened before last fall’s selling sea- 
| son—and the Charybdis of making 
longtime commitments on the be- 
lief that further price increases 
will produce a speculative profit. 

The retailer, Mr. Orr declared, 
should “keep right on top of his 
stock every minute, keep evaluat- 
ing it constantly and spend all of 
his time thinking up ways and 
means of selling his merchandise 
at a profit.” 

John H. Patterson, National 
Shoe Manufacturers Association 
economist, pointed out that “it is 
clear by now that keeping shoe 
| prices down has not acted as a re- 
|straining influence on the hide 
| market.” Leather prices have in- 
|creased greatly in recent months, 
| forcing shoe prices higher. 
| Eventually, as demand falls, 
|prices of leather and shoes will 
fall, but, Mr. Patterson observed, 
| “this is just another way of saying 
that once the storm is over the sea 
will be calm. It does not provide 
the basis for the formulation of a 
prudent operating policy.” 


Roper Report Coming 


W. W. Stephenson, executive 
vice-president of the manufactur- 
ers association, revealed that late 
next month all NSMA members 
| will receive copies of a Roper sur- 
| vey on the attitude of consumers 
| Sours shoes, their uses of shoes 
_and purchase habits. The surve) 
_ covers all types of footwear, in- 
cluding house slippers, and_ is 
broken down by age groups, 
| occupation and economic level. 
| Mr. Stephenson said that 1947 
|probable production is about 70,- 
000,000 pairs below 1946, most o! 
the loss made up of non-leathe! 
shoes and slippers. Leather was 
barely sufficient to permit produc- 
'tion of all the leather shoes thé 
public could buy in 1947, he said, 
| pointing out that “materials, pro- 
duction and demand have been 1! 
a state of fine balance.” 

As higher prices develop, ‘1 
added, demand and _ productio! 
will certainly fall. The public wil! 
spend about 1.9% of income 
shoes in 1948, he predicted. 


| Arnsdortf Promoted 


Southern States Iron Roofing 
Company, Savannah, Ga., has pro- 
moted Marvin T. Arnsdorff Jt 
from manager of advertising pro- 
duction to manager of general ad- 
vertising. 


é - 
om 
J. 
a MAGAZINE 
4 
: 


con - 
0€S is 
diate 
ill be 
retail 
pro- 
cline. 
e last 
who 
ont of 
As- 
oomy 
f the 
Fair, 
more 


1,200 
s—a 
these 
blish- 
up of 
hun- 
over- 
nanu- 
her, 
yes of 
ample 


oblem 
e the 
; hap- 
sea- 
aking 
ie be- 
reases 
profit. 
lared, 
of his 
aluat- 
all of 
s and 
andise 


tional 
‘tiation 
“it is 
shoe 
a re- 

hide 
ve in- 
onths, 


falls, 
will 
erved, 
saying 
he sea 
rovide 
1 of a 


cutive 
actur- 
it late 
mbers 
r sur- 
umers 
shoes 
survey 
r, in- 
nd is 
os, by 
vel. 

1947 
it 70,- 
ost ol 
eathe! 
r was 
roduc- 
the 
2 said, 
, pro- 
Pen in 


p, 
uctiol 
will 
ne ol 


oofing 
pro- 
ff Jr 


al ad- 


Many AN ADVERTISER today has sounder, 

harder-selling advertising than he had a few years ago. 
But there is a joker: so has his competition. 

If he’s going to come out on top in the next few years, 

he’ll have to get advertising that is not just better 

than his own was yesterday, 


but better than his competition’s will be tomorrow. 


YOUNG & RUBICAM, Inc. 


Advertising » New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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‘Controls Loom Again—Over 


Commodities, Credit, Exports 
WASHINGTON—Though President 


‘Truman wants to use government 


authority once again to protect the 
consumer from price inflation, his 
program at the moment probably 
does not go beyond restoration of 
wartime powers which enabled 
the government to channel basic 
commodities, such as grain, steel 
and lumber, to “essential” users. 


By STANLEY E. COHEN, Washington Editor 


While this power can not freeze 
prices, it reduces pressure by 
fencing out some of the buyers 
scrambling for scarce essentials. 
Besides acting as a brake on in- 
flation at home, the allocations 
power can be justified as an aid in 
obtaining scarce commodities 
needed for the first, and most crit- 
ical, year of the Marshall Plan. 

From best available reports, the 


program also will involve strong;many years to come. 


|export controls, and a return to} 


controlled consumer credit. Were 
it not so distasteful to Congress, 
and if time permitted, it might in- 
clude an effort to put the price 
and rationing Humpty Dumpty to- 
gether again. 

The decision to retreat from the 
free market may have been dic- 
tated by a seemingly endless series 
of reports which indicate an in- 
crease, if anything, in inflationary 
pressures in the months ahead. 

There were grim reports of im- 
pending increases in the prices of 
steel, and a threat from the AFL 
of a third round of wage demands. 
Most important, however, was a 
prediction from the International 
Emergency Food Council of con- 
tinuing world grain shortages for 


With the! next, with 6.4%. 


world entering its third postwar) 
year of shortages, the counciliand advertising 
warned: Entirely too many people | 


are spending too much time) 


down of cost items, showing sales 
in relation to 
other items, marketing men must 
await the annual summary which 


worrying about “impending sur-|SEC-FTC will issue some time 
pluses”—when our real enemy is | next year. 


shortages. 


* * 


That new quarterly SEC-FTC 


report on manufacturing indus- 
tries is big news for investors and 
financiers; a false alarm for mar- 
keting men. It gives net sales, 
profit and dividend data for 21 in- 
dustries by five size classifications, 
but its profit and loss headings are 
very general. You can learn, for 
example, that textile mills led all 
other industries by earning 6.6% 
for stockholders in the first quar- 
ter; paper and allied products 
For a break- 


A.A.A.A. * WASHINGTON SURVEY 


REVEALS THAT: 


De 


tae the Melton 


Daily and Sunday in Washington, D. C. 


| You Reach More Homes In The Top Three 
Income Brackets with The Star 


Than You Reach with Any Other Paper 


The Survey showed an estimated 385,600 homes 


DAILY 


| Ma | 


|take as long as five years. 


* * * 


Freedom of enterprise and free- 
dom of the press issues were 
sounded frequently at the hear- 
ings of the House committee on 
un-American activities. Movie 
ezar Eric Johnston protested that 
committee charges might endanger 
Hollywood’s market in leftist Eu- 
rope—and anti-Communist Latin 
America. From “hostile” witness 
Dalton Trumbo came a warning 
that committee procedures were a 
“precedent” for interference with 
“right of management.” Trumbo, 
who was cited for contempt of the 
committee, contended the hearings 
were an invasion of management’s 
right to hire and fire, and an ef- 
fort to dictate to the industry the 


type of product it should make. 


* 


A House labor subcommittee 
heard unions support a Wage- 
Hour Act amendment which raises 
the pay minimum from 40 to 175 
cents an hour. Though some testi- 
mony showed pay as low as five 
cents an hour in southern farm 
areas, Bureau of Labor Statistics 
came up during the week with a 
survey showing less than 10% of 
factory workers earning less than 
75 cents an hour compared with 
|18% a year ago and 32% two 
‘years ago. Industry spokesmen 
| fear increase in the pay floor will 
result in demands for upgrading 
of higher paid workers. 

* * 

National Association of Real 
Estate Boards said a survey of 299 
communities showed that a “nor- 
mal” housing supply could be 
achieved in many cities within a 
year, though in others it might 
The 
association saw need for slightly 
over 2,000,000 non-farm _§resi- 
dences, including 875,000 apart- 
ment units. As evidence of re- 
turning “normalcy,” NAREB said 
premiums for immediate occu- 
pancy had disappeared in 63% of 
the communities, and that sale of 
new homes lagged in about half 
the cities. 

* * * 

Postal workers meeting here 

last week asked a $600 per man 


The Evening Star was reported present in 74.3% or 15,000 of the A homes; 
The Sunday Star in 73.8% or 15,100 of the A homes. 


SUNDAY 


wage increase — adding grief for 
| congressional postal committees 
‘already wrestling with huge de- 
| PRPS deficits. Postwar wage 
-increases totaling $351,000,000 
‘wiped out wartime profits, and 
left the department during the 


DAILY 


99.500 of them were in Group B 


20,400 of them were in Group A 
 &§ (The “Upper Middle Class”) 


(The “Prosperous” Group) 


SUNDAY 


e Evening Star was 
The Sunday Star in 70.8% or 


reported present in 6 


% or 68,800 of the B homes; 
70,300 of the B homes. 


| 


| 


SUNDAY} DAILY 


217,900 of them are in Group © 
(The “Great Middle Clase”) 


ary 


47,800 of them are in Group D 
("Poor") 


The Evening Star was reported present in 51.5 
The Sunday Star in 55.3% or 120,600 of the C homes. 


% or 112,400 of the C 


omes; 


you reach 


FACTS NO. 1, 2, 3,4, 5,6, 7 AND 8 TO REMEMBER 
ABOUT THE WASHINGTON MARKET: 


Daily & Sunday in Washington, D. C., 


—more people 
—more people with money to spend 
—more women 
—more men 
—more heads of families 
—more homes 
—more readers per copy 
—more homes in the 
top 3 income brackets 


with The Star than you reach with any 
other paper. 


—more home coverage in all 


three important groups than that of 


any other Washington paper. 


* © 1946, American Association of Advertising Agencies 


REPRESENTED NATIONALLY BY: 
DAN A. CARROLL, 110 £. 42ND ST., NEW YORK CITY 
THE JOHN E. LUTZ CO., TRIBUNE TOWER, CHICAGO 


| fiscal year which ended on June 
|30, with a deficit of $263, 000,000, 
according to Postmaster General 
Robert Hannegan. Postal business 
|is currently running at $1,369,000,- 
/000, an all-time high, more than 
$100,000,000 over last year. 
* * 


Treasury department now has 
350,000 persons buying $22,000,000 


'worth of saving bonds monthly 
,under the bond-a-month plan de- 


veloped in cooperation with banks 
The plan is completely automatic 
'—the bank charges the bond 
against the depositor’s account 


|The present timetable calls for ¢ 
half million bond-a-month saver: 


| by January and a million custom 
| ers saving $50,000,000 monthly > 
July, 1948. 

* * 

FTC closed its celebrated cas 

against the use of the word “free f 
in the advertising of a cosmetl 
line for negroes, promoted by Mc- 
Kesson & Robbins. The line wa 
discontinued long ago. . . FC( 
ruled that the government ca 
|no longer get a 20% discount 0! 
the business it places with West 
ern Union. 


Ehrlich Joins Black 


Joe Ehrlich has joined Alfre 
Black Company, Advertising, Bos 
ton, as an account executive. t 
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Why 


Recent Rate Increases Weekly 


HE recent rate increases of the leading 
weekly magazines without a correspond- 
ing increase in circulation have focused the 
attention of the entire advertising fraternity 
on what has long been the major weakness 


£ in the publishing business. 


Many publishers have believed in getting 
and building circulation at any cost, and 
often at a loss — because they felt that they 


could make it up through high advertising 
rates. Unsound as this practice has been, 


advertisers have tolerated it. Now, however, 


they are being asked to pay an increased rate 


—without a corresponding increase in value / 


If advertisers permit publishers to get 
away with this type of rate increase, they 
will have started a precedent which will cost 
them many thousands of dollars in the 


future. 


There is only one way in which a publisher 
should attempt to secure additional income : 
to take care of additional publishing costs— 
and thatis from the consumer—just the same 
as any other manufacturer. Certainly no 
manufacturer of merchandise would expect ' 
to sell his product at a loss to the buying 
public — and neither should any publisher é' 


expect to do so. 


If the Publisher’s product isn’t worth a 
price from the consumer that will defray 
publishing costs—then the publisher had ’ 
better look to his editorial content—instead t 


of casting an avaricious eye at the advertiser. 


The weeklies have complained that a 65% 
increase in costs has forced them to put 
through this new advertising rate. We at 


SPORTS AFIELD are not impressed. Our 
own costs have gone up well over 200%—but 


‘ 
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|Magazines Raise Question... 


we have insisted—and still do—that the 
reader pay these costs—not the advertiser. 


SPORTS AFIELD practices the philos- 
ophy which we are preaching. We present 
our publication to the reader at a figure 
which enables us to make a slight profit on 
our entire circulation—with the result that we 
have been able to offer advertisers a lower 


—not higher—rate per page per thousand. 


We have succeded in lowering SPORTS 
AFIELD’s rates from $5.00 per page per 
thousand to $3.00 per page per thousand. 


Today’s mail carries an announcement of 
an increased rate for SPORTS AFIELD*—but 
that announcement is going to subscribers— 


not advertisers. 


This, you can take as a sound publishing 


premise — and promise — from SPORTS 
AFIELD: 


We are not raising our advertising rates 
UNLESS — and UNTIL — we have a corre- 


sponding increase in circulation to justify it. 


Up to now, that has been a standard 
policy among publishers, and will continue 


to be so with us. 


We, for one, have no desire to bite the 
hand that feeds us. After all, even an.ad- 


vertiser’s patience has its limits. 


Volume of advertising is as important to 
a publisher as it is to any other large indus- 
try. It will be too bad if publishers have to 
learn this the hard way. 


SPORTS AFIELD PUBLISHING COMPANY 


* Subscription prices of SPORTS 
AFIELD have been upped. Newsstand 
price remains at 25 cents per copy. 
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Dailies Expand 
Food Inventory 
fo 11 Cities 


New YorK—Expansion of local 
grocery inventories to 11 cities 
was revealed last week by the 
Bureau of Advertising, American 
Newspaper Publishers Associa- 
tion. 

During October, studies got 
under way in Los Angeles, San 
Francisco, Oakland, Portland and 
Toledo. Inventories were already 
being conducted in New York, 
Boston, St. Louis, Cincinnati, Day- 


IN THE 1-3 POCKET Every Jame! 


Over 37,000 circulation, in- 
cluding 25,000 league and 2515 
city association officials. The only 
magazine with 100% coverage of 
5336 certified Bowling establishments. 
, Bowling market, wide open after 
four years, produces $29! ,000,- 
100 annually—three times as much 
as pro baseball. 


¥ : _. Write for our latest rate card today 


Bowling 


THE BOWLER’S MAGAZINE 


Official Publication of 
AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


ton and Gary. Before January, 
the bureau expects four more 
cities to have inventories in oper- 
ation: Detroit, Indianapolis, Wash- 
ington and Winston-Salem. 

Twelve other cities are await- 
ing bureau field men or have ex- 
pressed interest in the inventory 
plan, Alfred Stanford, national di- 
rector of the bureau, said. 


Joint Report Planned 


In the San Francisco area, the 
San Francisco and Oakland mar- 
kets will be reported jointly as 
well as separately, through the 
Pacific Coast division of the bu- 
reau, utilizing the research firm 
of Kellogg & Associates. 

In Los Angeles, the Los An- 
geles Newspaper Publishers As- 
sociation will conduct the inven- 


YOUR 1948 RAILWAY SELLING= 


IRST with the facts! That’s the service of the January 3, 

1948 Railway Age ... and you'll score first with railway 
management officials when you place your sales message in this 
issue. 


All over the continent it’s standard practice for railway execu- 
tives to start the year by thoroughly studying the contents of 
this authoritative record of railway activity. Nowhere else can 
they find such a wealth of data on 1947 operations—such a well- 
documented evaluation of 1948 prospects—so soon in the new 
year. 


This issue will offer your product story (1) an intensely inter- 
ested audience of railway executives just when they are most 
open to suggestion on product advantages, (2) thorough dis- 
tribution, including hundreds of extra copies purchased by the 
railroads for reference, and (3) the repeat-value of constant use 
throughout the year. 


’ Plan now to make the January 3 issue the starting gun of your 
1948 railway advertising campaign. Closing date is December 
15. Reserve your space now or write to the office nearest you 
for further information. 


RAILWAY AGE 


30 Church Street, New York 7, N.Y. 


Adams Street, 


105 West Chicago 


Washington 4, D.C Los Angeles 14, Cal San Francisco 4, Cal Seattle 1, 


ANNUAL STATISTICAL and OUTLOOK NUMBER 


JAN. 


ISSUE 


Wash. 


Terminal Tower, Cleveland {3 


Dallas 4, Tex. 


tory, sponsored jointly by the Ex- 
aminer, Herald & Express, News 
and Times. In Portland, the Port- 
land Advertising Research Bu- 
reau, sponsored by the Oregonian 
and Oregon Journal, will make 
the inventories, and in Toledo the 
study will be sponsored by the 
Blade. 

Mr. Stanford reported tunai, to 
date, the newspaper medium has 
invested about $750,000 in the 
project. This investment “is a 
measure of our confidence in the 
practical value of this impartial 
service to the grocery industry 
and in its ability to bring about 
increasingly efficient use of the 
grocery industry’s sales and ad- 
vertising dollars.” 

The inventory plan was orig- 
inated by the New York World- 
Telegram in 1939. It measures 
continuously consumer purchases 
of grocery products sold in retail 
stores, and also the relationship to 
sales of advertising and point-of- 
sale promotional expenditures. 


Brand Movements Shown 


On a monthly basis, the inven- 
tories show movement of all brands 
with more than 20% distribution 
in each market by 35 product 
classifications. Reports show name 
of brand and size of units, total 
sales of all brands, and individual 
brand sales in terms of average 
units sold per store. Also shown 
are per cent of stores stocking the 
brand, and average stock on hand 
per store. 

Customarily, inventories are set 
up by research men from the bu- 
reau, working under William G. 
Bell, director of research, and 
Wayne Mooney, field research 
manager. After the working pro- 
cedure is established, a bureau 
field man trains the newspaper’s 
inventory staff, sets up _ office 
routine, and outlines to the di- 
rector all phases of the operation 
(also covered 


manual which the bureau has pre- 
| pared for newspapers undertaking 
inventory). 

| Newspapers operating the in- 
/ventories have always kept secret 
fe names of the cooperating re- 
tailers, principally to prevent dis- 
tortion of the sample by adver- 
tisers. In a historic instance, ad- 
vertisers were able to trace some 
of the sample by the endorsed § 
checks from the newspapers § 
(which pay a nominal fee to each 


wholesalers. 
paid in cash. 


Retailers are now 


the bureau is able to say that in 
every market either corporate or 
voluntary chains are measured. 


Distribution Controlled 

The study will be distributed 
through Grocery Manufacturers of 
America to its member companies, 
and any manufacturer may con- 
tact the bureau and get the re- 
ports for the movement of brands 
in his field. 

Similarly, agencies will be given — 
the studies, but only if they have 
an account of the type reported on 
in the classification they request, 
| or if they have been invited to so- 
_licit an account. In other words, 
| agencies having a soap account 
may see the reports on movements 
soap, and agencies having prool 
of being invited to bid for a soap! 
account may see the report. 

The bureau has set no definite f 
limit on the number of newspa- 
pers to make surveys, although the 
physical size of the bureau is ob- 
viously a factor. Mr. Stanforc 
said 15 newspapers may well Dé 
the maximum at present, and 1 
|reply to a question during a pres: 
conference, he said that probab!) 
/no newspaper of less than 25,00! 
circulation would be interested 1 
making the inventory. 


Names Faber A.E. 


| Blaine G. Faber has _ joine¢} 
/Sheldon, Quick & McElroy, Nev 
| York, as account executive. : 


in a confidential 


store) turned over by retailers to § . 


On the subject of chain stores, i 
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You gave us our priceless heritages for... 
the right to our beliefs . .. A Democracy 


... the right to worship as we please... 
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the right to freedom of speech . . . the 


right to an uncontrolled radio ... We 


Americans cherish these freedoms .. . 


50,000 WATTS 


Michigan’s Greatest 
Advertising Medium 


We are thankful. 


Represented by ee 
cBs PETRY 


Ne THE GOODWILL STATION, INC., Fisher svc. DETROIT 


G. A. RICHARDS 
Pres. 


HARRY WISMER 
Asst. to the Pres. 
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COMPARATIVE AUDIENCES 
OF 3 LEADING WEEKLY MAGAZINES 


Magazine CSMA #9 (1947) 
LIFE 26,000,000 
Post 13,750,000 
Collier’s 11,100,000 
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LIFE 


The total, to most American businessmen, 
looks very much like this: 


NOW 26 MILLION READERS—CIRCULATION 5,200,000 
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All Stops Pulled in 


$12,000,000 Annual 


Advertising Effort 


By S. R. BERNSTEIN 


MINNEAPOLIS—There are still a 
,good many business men in high 
places who wonder if the impor- 
tant sums their companies spend 
for advertising are necessary or 
worth while. But not at General 
Mills. 

If any one were to suggest the 
serious curtailment or elimination 
of General Mills’ advertising and 
promotion, he would be hustled 


« off to the nearest sanitarium as 


quickly as though he had sug- 

gested, in all seriousness, that the 

organization’s headquarters be re- 

moved from Minneapolis to Mos- 
cow. 

One reason for this is that no 
one can remember a time when 
jaggressive advertising and mer- 
'chandising were not integral parts 
of the General Mills operation. 
By the time James F. Bell, GM 
chairman, became old enough to 
vote, in 1900, Washburn Crosby 
‘Company, the principal predeces- 
sor of General Mills, was already 
an important national advertiser, 


| General Mills Promotion 
| ls Complete Symphony 


|sential rightness of his job. A 
deep and intense student of hu- 
man nature, he has no slightest 
|trace of the cynicism nor devil- 
| take-the-hindmost attitude which 
is supposed to characterize the 
“hucksters,” although he might 
easily qualify as one of the high 
priests of hucksterism on the basis 
of his record in _ hard-hitting, 
razzle-dazzle advertising and pro- 
motion. 


Directs Five Departments 


As vice-president (since 1942) 
of General Mills, Sam Gale’s spe- 


are five departments: 


cial domain covers all phases of | 
the corporation’s activities which| and any other activity aimed di- 
have to do with mass contacts/ rectly at the ultimate consumers. | 
with the public. Reporting to him! 


1. Product advertising, with a| merchandising 


staff of more than 40. 

2. Public services, which is the 
public relations department of 
General Mills, with a staff of 
about 25. 

3. Home service, 
Crocker department, 
staff numbers 50. 

4. Market analysis, 
people. 

5. Coupon service and related 
activities, where a staff of about 
100 handles a large portion of the 
physical aspects of coupon and 
contest promotions. 

It is interesting to note that the 
distinction between what is con- 
sumer advertising and what is not 
is finely drawn at General Mills, 
and clearly understood. The com- 
pany sets up two broad categories 
of distribution expense. The first 
is consumer, and in this category 
are included the costs of consumer 
advertising, premiums, contests 


the Betty 
where the 


with 27 


The second category includes 
advertising to the trade, displays, 
aids, cooperative 


advertising effort, sales expenses 
and trade allowances. Consumer 
advertising and related activities 
are the responsibility of Mr. Gale 
and his advertising department. 
Trade advertising, merchandising, 


This, the second of two 
articles on General Mills, 
deals with advertising, Betty 
Crocker and other promo- 
tional operations of the 
country’s seventh largest 
advertiser. The first, pre- 
sented here Oct. 20, dis- 
cussed the company struc- 
ture and its plans for ex- 
pansion into diverse fields 
in an effort to broaden its 
base. 


advertising allowances and _ all 
other promotional activities not 


aimed directly at the ultimate | 
consumer are the responsibility of | 


the division executives of the 
company. 
Trade publication advertising, 


4ge, VODEMODE 34 / 
merchandising displays, special 
deals, etc., are not included in the 
advertising budget administered 
by Mr. Gale. Their determination 
and administration are entirely the 
province of the divisional execu- 
tive on whose behalf they are 
spent. The advertising department 
does, however, execute or super- 
vise the execution of the material 
used in this way. Similarly, in- 
stitutional advertising, which fun- 
nels through the public services 
department, has its own entirely 
separate budget. 


Uses Four Agencies 


Product and institutional adver- 
tising have accounted for well 
over $10,000,000 in the General 
Mills organization during each of 
the past three years. And sales 
promotional activities which are 
not included in the advertising 
budget run.well over $1,000,000, 
so that total promotional expendi- 
tures are around the $12,000,000 
mark. 

Canny General Mills expects to 
get its full value for every dollar 
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~with an appropriation of $40,000. 
—a figure just about as startling | 


and unusual for its time as Gen- 
eral Mills’ current $11,000,000 or 


.$12,000,000 annual advertising ap- | 


propriation is now. 
, Gale Is Head Man 


Head man 
/General Mills setup for contact- 
sing the public is Samuel C. Gale, 
ivice-president in charge of ad- 
vertising and public services, who 
directs an organization of 250 
men and women with all the) 
fervor and delicacy of | 
touch of a symphony conductor | 


‘who glories in the subtle nuances | 


of each instrument as well as the | 
combined effect of all. 

A mite of a man, fiftyish, quick 
of speech and action, Sam Gale 
has been in and of General Mills 
advertising and promotional ac- 
tivities since 1921, when he 


joined Washburn Crosby’s adver-| 


tising department. Sam is the 
kind of man who brings an enor- 
mous and never-fading enthusi- 
asm to his work, and an abiding 
faith in the importance and es- 


its your job. Avoid 
this all- 
embracing treasury of correct English usage. 


WRITE RIGHT... 
stupid, embarrassing mistakes with 


JOHN BAKER OPDYCKE, nationally recog- 
nized authority on good English, can help you 
avoid pitfalls in writing and speaking with 
this amazing book. 692 pages $3.75 


‘No, you can't borrow —Defroit Times 


5-DAY EXAMINATION 


FUNK & WAGNALLS COMPANY 
153 East 24th Street, New York 10 51 
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* 
What a whale of a market 
“editorial screening’ pro- 
duces for everything from 

the drug store! It takes 
barrels of disinfectants, 
stacks of bandages, miles 
of tape to take care of the 
scraped knees, cut fingers, 
and bumped foreheads for 
children from 3,000,000 
families. And these items 
are just a drop in the fam- 
ily medicine chest. 


q 


it spends. It was modestly happy 
over the fact that its advertising 
expenditure per unit of sales 
dropped consistently for seven 
years, before the war threw every- 


and Zimmer-Keller, which handles 
the Larro formula feeds sold by 
GM’s Larrowe division. 

In its relations with the public, 
General Mills runs the gamut. 
thing out of whack. It expects to| Recognized as at least as good at 
get back on a declining cost cycle | whooperdo as the giant soap com- 
again, but no one at General Mills panies, with contests and pre- 
expects the total promotional budg- | miums seemingly running con- 
et to drop. Rather, as new products | stantly, General Mills at the same 
appear and the company moves|time operates the remarkable 
toward greater volume outside its| Betty Crocker department, a pure 
pasic (and relatively unadvertis-|service division which is a past 
able) bakers’ flour and feed fields,, master at low-pressure selling 
greater over-all advertising ex- | (selling through service), and 
penditures are anticipated. ‘also has done one of the coun- 
‘try’s outstanding public relations 
|jobs, reaching the general public, 
employes and stockholders, with 
straight-talking, frank, completely 


Uses Four Agencies 


To handle the advertising of the 
country’s seventh largest adver- 


tiser, General Mills uses four open approaches to many subjects 
agencies: Dancer-Fitzgerald-)|which other companies still find 
Sample and Knox Reeves Adver- it difficult to discuss. 

tising, which between them handle | 

all the grocery products accounts, Premiums and Contests 

adding up to about 90% of the! Sam Gale doesn’t apologize for 
company’s 
tures; Batten, Barton, Durstine &, 
Osborn, which handles public re- 


lations and household appliances; larly its cereals. 


lieve that any apology is called 
for. 
But Sam does say that “there 


higher figure with house-to-house 
activities.” 
2. For special competitive rea- 


is a somewhat false impression in|sons, including re-introduction of 


the advertising field as to the de-| 
gree to which we believe in pre-| 
miums and contests. Our policy | 
has always been quite simple. If 
you can spend your advertising 
dollars just as effectively on a 
‘straight operation’ it is better to| 
do that. But if contests or pre- 
miums will do a better job for 
you, it is silly not to use them.” | 

General Mills uses contests and | 
premiums for three primary pur- 
poses: 

1. For introducing new prod- 
ucts and providing a sampling op- 
eration. ‘We prefer to do our 
sampling through distribution 
channels, rather than house-to- 
house,” Mr. Gale says, ‘because 


items on which there have been | 


shortages. 
Peps Up Listening 


3. For reinforcing the advertis- 
ing. This applies particularly to 
radio, and primarily to youngsters. 
Unless this activity is badly 
handled or overdone, Mr. Gale 
says, contests or premium offers 
to youngsters in connection with 
radio programs not only pull in 
boxtops but arouse special and 
added interest in the program 
itself. 

“During the decade from 1931 
to 1941 we had a good many con- 
test and premium operations,” Mr. 
Gale explained, “because we were 


‘it is a cheaper operation per|introducing a number of new 


advertising expendi-|the number of promotions which | distribution channels, via 
General Mills runs on behalf of} sort of special inducement, sel- 
its grocery products, and particu- |dom gets you into more than 25% 


home reached. We recognize, how-" 


ever, that while sampling through 
some 


He doesn’t be-' of the homes, you can hit a much’ and those we had were aimed pri- 


products, and because during part 
of that time there was a depres- 


|sion when extra sales effort was 
badly needed. During the war 


years we had very few promotions, 


From cover to cover, Better Homes & Gardens 
gives 100% service to readers and advertisers 


alike. 


Every page of BH&G is devoted to just one 
topic — how to live a better life in a better 
home. 


We don’t detour from this theme — or distract 
the reader’s thoughts — with fancy fiction. 


That suits our readers so well that BH&G goes 
into 3,000,000 well-above-average homes every 
month — but that isn’t all. 


Such service to readers also provides 100% 
service to our advertisers. 


hat mean 
100% Service? 


It means a group of readers whose attention is 
focused on home —a market already eager 


for the information in your 


sales story —a 


higher income market that buys better things 
in bigger volume than their neighbors. 


Here is much more than a choice audience of 
3,000,000 families carefully screened for you. 


It’s an audience so interested in everything 
connected with home that your story is read 
for news and facts as much as our editorial 


material is. You couldn’t get 


sales resistance 


any closer to the vanishing point! 


Before you complete your media list, get the 
whole story of “editorial screening” from your 


BH&G representative. 


| 


| ADMAN—Head of General Mills’ pro- 

| motional organization is S. C. Gale, 

vice-president in charge of advertising 
and public services. 


| marily at maintaining juvenile 
interest in our advertising. 


Slight Decline Likely 


| “Last year, as a result again of ” 


| the introduction of new products 


bee increased availability of prod- ' 


ucts which had been in short sup- 
ply, we carried on more than a 
/‘normal’ number of promotions. 
fre own belief is that in the next 
| decade our promotional activities, 
|as represented especially by con- 
tests and premium offers, will be 
less extensive than they were 
|either during the ’31-’41 decade 
last year.” 

| There doesn’t seem to be any 
| particular limit to the number of 
| promotions which the public will 
-accept, Mr. Gale says, but from 
|the standpoint of good merchan- 
| dising they must be held to a rea- 
sonable number. “We are aiming 


constantly,” he says, “at fewer but. 


| better promotions. With a multi- 
product setup that continues to 
develop, one major promotion a 
month seems pretty near the 
maximum we can handle.” 


Wants All to Test 


General Mills is a stickler for 
testing premium and contest of- 
‘fers, and it is an interesting side- 
light on the company’s thinking 
|in this regard that it wants every 
‘other premium user to be a stickler 
for testing, too. A premium that 
misfires or doesn’t perform as ad- 
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The active, progressive, 
younger half of Cincin- 
nati—the half thatisin | 
the acquiring age—the | 
Post is built for people | 
like that! 
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} end, and the one thing we con- 
| stantly guard against is the de- 


| General Mills like? 


_ pany prefers something that aids 


| premium. Everyone could use one, 


‘ company absorbs the entire pre- 


pany that uses it, but all business. 
And the same applies to the han- 
dling of contests. “After all,” Mr. 


Gale explains, “these promotional 
devices are only a means to an 


velopment of any negative reac- 
tions,” 
What kind of premiums does 


For adult premiums, the com- 


in the use of the product with 
which it is offered, such as the 
hot syrup server once offered with 
Bisgquick and the new type of 
angel food pan offered with Soft- 
asilk cake flour. In addition, the 
premium must have enough in- 
trinsic merit to give the recipient 
a real value. 


Seeks Maximum Novelty 


When premiums for youngsters 
are considered, General Mills 
shoots for the maximum amount 
of novelty, and something that 
can’t easily be obtained else- 
where. Mr. Gale thinks the 
pedometer offer which GM made 
twice, each pulling over a mil- 
lion, was the ideal type of juvenile 


they were novel, and those sold 
commercially cost about $2.50, 
whereas GM was able to dis- 
tribute them for 10 cents. 

General Mills uses three types 
of premium operation: 

1. Over-the-counter give- 
away premiums, in which the 


mium cost. These operations, in- 
| 


cidentally, move far more mer- | 
chandise than boxtop offers. An| 
example is the goggles given free 
with a two-package buy of Kix. 

2. Coupon operations of one | 
kind or another, redeemable at) 
retail stores, in which the recipient | 
pays some of the cost, but Gen-| 
eral Mills always bears at least| 


50%. 


3. Mail-out or boxtop opera- 
tions, in which the consumer pays 
most, if not all, of the premium 
cost. 


Shoots for 90% Return 
Having heard stories of the 
‘fabulous amounts which General 
Mills has taken in on such offers, 
‘we asked Mr. Gale whether it 
‘was possible to make money on 
ipremium offers of this kind. 
“We've had a few premiums 
-where, excluding overhead and 
promotion costs, we’ve had a paper 


TESTING? 


Ask Us About 
The Good We Did 
for Mr. Goodson! 


> 


‘ 


profit of a few per cent,” he said, 
“but never more. And there has 
never been a year in which we 
have actually made a profit on 
premiums. 

“Some of our people think we 
ought to shoot for a 100% return 
on premiums, or perhaps a bit 
more. But we don’t. We attempt 
to get back at least 90% of the 
cost of the premium and handling, 
and my feeling is that a 90% fig- 
ure is ideal. That means that you 
are able to give the recipient 
something that is a real value.” 


250,000 Returns Needed 


In general, a nationally pro- 
moted premium must pull at least 
250,000 boxtops to justify itself, 
General Mills believes, although 
this is not a rigid figure. GM once 
featured a special silver tray for 


a dollar which did not approach | 


this figure but was nevertheless 
considered a very successful offer. 
Ten-cent premiums, they say, al- 
ways outpull 25-cent ones, but 
currently they don’t outpull them 
two and one-half to one, by any 


means. 

The year before last wasn’t 
much good for premium offers, for 
a lot of reasons tied up with gen- 
eral conditions. But they seem 
to be back in stride now, and 
more recent General Mills deals 
have done very well. Returns on 
the company’s offers through the 
years have ranged from about 
50,000 to as high as 6,000,000 (the 
latter on cardboard planes), and 
one gathers, even though no one 
is willing to be too specific, that 
an all-out national premium drive 
that doesn’t get up somewhere 
near a million doesn’t excite the 
GM folks too much. On the other 
hand, a two million return, rela- 
tively rare, makes everyone happy 
as larks. 


Package Backs Work Hard 


Boxtop offers are, however, only 
part of the promotional picture. 
General Mills has developed the 
knack of utilizing package backs 
for promotional operations to the 


point where it is a fine art, and) 


ADVERTISING, 
PUBLIC RELATIONS AND 
MARKET ANALYSIS 


i 
PRODUCT PUBLIC 
ADVERTISING SERVICES 
COUPON HOME MARKET 
SERVICE SERVICE ANALYSIS 


GALE'S DOMAIN—This section of the 

GM organization chart shows the five 

functional departments which are under 
Mr. Gale's supervision. 


line has some sort of promotional 
deal. The continuing type of pre- 
mium offer is also widely used. 
The perennial favorite, silverware, 
plays a big part in this operation, 
and the company is going back 
into silverware premiums heavily, 


practically every package in the) after having had to discard them 


Advertising Age, November 3, 1% 


in 1942. 

Aside from the coupon service 
department of some 100 people, 
General Mills, like all other pre- 
mium users, finds it necessary to 
employ outside help in servicing 
this activity. A minor clue to the 
volume of this work is the fact 
that during the last fiscal year, 
GM paid four outside organiza- 
tions $256,098 for premium as- 
sembly and radio mail servicing, 
in addition to a fee of $37,969 to 
Lloyd Herrold Company for con- 
test judging. 


The Science of Testing 


Finding and testing suitable 
premiums is no easy task, and 
General Mills has necessarily de- 
veloped it into a science. Select- 
ing a premium starts with a search 
of the idea file, which is kept 
well stocked by all kinds of people 
who would love nothing better 
than to sell GM an order. Since it 
takes six to eight months to work 
up a premium, GM tries to stay 
a year ahead of actual demand. 

Search for the “ideal” premium 
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ing survey by The Iron Age Market Re- 
search Staff reveals the factual story on 
buying by metalworking companies. It 
contains information which advertising 
managers and agencies have been wanting, 
for some time, to better plan sales promo- 
tion campaigns. The straightforward, un- 
biased data on “who buys what” came 
direct from the field—from companies that 
create the market. Among the 270 com- 
panies which co-operated in providing this 
buying data are General Electric Co., Twin 


Disc Clutch Co., Joy Manufacturing Co., 


As a result of J F G Coffee Co. 
advertising concentrated in The 
Asheville Citizen and The Ashe- 
ville Times: 


Recent Survey Shows 

J F G Coffee One of 

Top Sellers in The 
Asheville Market! 


We want to perform similar selling 
service for you, too! Write or wire 
for full facts and mar- 
ket data! 


Representatives 
The KATZ Agency 


Bulova Watch Co., Bendix Radio Corp., 
Burroughs Adding Machine Co., Fairbanks 
Morse & Co., American Machine & 


Just completed and compiled, a penetrat- 


-THE TRUE FACTS ON 


WHO ACTUALLY DOES THE BUYING 


IN THE METALWORKING MARKET 


— 


Wal 
wet 


plants. 


Foundry Co., American Bosch Co., Amer- 


ican Can Co., and various John Deere 


The study shows how buying in industry 
is a teamwork proposition—how advertising 
is the one way, and the most economical 
way, to reach the members on these buying 
teams. It provides the strongest evidence 
we have seen on which to build a convine- 
ing story for telling the real job industrial 
advertising can do. Advertising managers, 
sales managers, and advertising agencies 
will find this data most helpful in planning 
their 1948 sales promotion programs. A 
copy of this survey may be obtained sim- 


ply by writing The Jron Age or by calling 


your /ron Age representative. 
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starts with a look through the 
idea file, and the pulling out of 
perhaps 15 ideas. These are 
yiulled over, and normally all but 
twee or four can be discarded 
, urely on the basis of judgment, 
«1e@ of the most important con- 
: derations being whether the pre- 
has anything that can be 
easily and definitely translated 
ji a merchandising idea. 

With the three or four remain- 
jg candidates, the next step is a 
r gid test of the premium itself— 
ig durability, usefulness, work- 
ranship, how it stands up in 
handling, mailing, packing, etc. If 
te premiums stand up under 
tnese tests, they’re ready for field 
testing. 


Get Juvenile Reactions 


In the case of juvenile pre- 
miums, the field tests utilize the 
paired comparison method of 
showing two premiums and get- 
ting a check on their relative ap- 
peal. These tests are normally 
made in playgrounds, outside 
schools and in similar places 


where there are concentrations of 
potential takers. 

The two winning premiums are 
then described in short commer- 
cials, which are either given to 
children to read or are played 
back from records, to get reac- 
tions. Then the premiums them- 
selves are shown, to make sure 
that they measure up to the pro- 
motion, and a control item, whose 
pull is known, is also included. 

The winner goes through two 
final test phases: Two or three 
small, isolated radio stations are 
used long enough to pick up 500 
or 600 returns, thus providing an 
excellent clue to the desirability 
of the premium. Then, 10 days or 
two weeks later, each recipient 
gets a double postcard asking how 
he likes the premium. 


Uses Test Markets 


General Mills guards the char- 
acter of its premiums as carefully 
as is humanly possible. It won’t 
offer slingshots or anything which 
might conceivably be injurious or 
annoy or frighten parents, and it 


won’t touch a premium that gets 
a bad reaction from test recipients. 

On over-the-counter premiums 
and deals, the principal testing 
method is to go into two or three 
test markets, carefully simulate 
the national allocation of deals, 
give the premiums promotion by 
radio cut-ins and newspaper space, 
and watch consumer reactions 
under conditions as nearly re- 
sembling those of a full blown 
promotion as it is possible to 
achieve. 

One of the biggest hazards in 
premium selection, of course, is 
the matter of timeliness. Some- 
thing that may be “hot” now may 
be cold as the polar ice cap a year 
hence, and consequently anything 
that looks like a passing fad is 
passed over quickly—unless GM 
can convince itself that the fad 
won’t reach its peak until the pre- 
mium can be put to use.. 

There is no pretesting, normally, 
on contests. General Mills feels 
that the ideal contest is something 
that requires a minimum amount 
of effort on the contestants’ part, 


and that has a long list of prizes 
and a big first prize. 


Not All Razzle-Dazzle 


But, despite what you may 
think, promotion at General Mills 
is a symphony, not a jive band. 
The exciting premium offers and 
contests (largely on behalf of the 
cereal line) may hog the spotlight, 
but they are carefully integrated 
with a good deal of more “con- 
ventional” advertising, particu- 
larly on Gold Medal “Kitchen- 
tested,” the home appliance line, 
and the various ingredient foods. 

In these areas, appetite appeal 
and recipes and service copy—and 
one of the world’s best known 
feminine personalities—take over 
the major action. 


Betty Crocker 

If any segment of the General 
Mills promotional symphony can 
be said to be more important than 
any other, that segment would 
unhesitatingly be identified by 
any General Mills man as the 
Betty Crocker operation. Betty 


In this new market study “‘on 
who decides and buys in the metalwork- 


ing industry,’’— these are the points discussed 


and the questions answered by the buyers themselves: 


Who are the men on these buying teams? 


lowest possible cost? 


100 East 42nd | 
A CHILTON © PUBLICATION 


Why do they buy in teams in the industrial market? 


Do the buying teams vary as to make up and operation? 


What are the facts on teamwork buying in the metalworking market? 


How do the men on these buying teams identify themselves? 


_ New York 1 


How many men are there on the buying teams of metalworking companies? 


How is it possible for a selling organization to know and personally con- 
tact the individual members on the buying teams of every company? 


How to reach the greatest number of these buying team members at the 


7, New York 


sl 


Crocker lacks such usual human 
characteristics as flesh and blood, 
but that’s about all she lacks. This 
imaginary character is undoubt- : 
edly the strongest personality in | 
the General Mills operation. 7 
For example, the company got a 
into the appliance business be- e* 
cause it had built up a fine mer- 
chandising plant during the war, 
turning out ordnance materials, 
and because one of the country’s 
leading appliance inventors 
showed up at the proper time , 
with some extremely interesting 
designs for table appliances. But 
it is almost a certainty that if 
Betty Crocker hadn’t been avail- 
able to put her name and en- 
dorsement on the products, 
nothing much would have hap- 
pened. With the world’s. best 
known kitchen personality to back 
them up, General Mills might con- — 7 
ceivably joust on even terms with oo 
the giants of the appliance field. a 
Without Betty, the outlook was 
pretty bleak. 


Personality Carefully Guarded 


Betty is no youngster. She was 
born (full blown into early middle «, 
age) in 1921, when Washburn 
Crosby was running a picture puz- 
zle contest on Gold Medal flour. 
Several thousand entries came in, , 
and someone thought it would be 
nice to have replies signed by a 
woman. So Betty was “organized” 
—named Crocker for a company 
officer, and Betty because it seemed 
to fit. Along the way she devel- 
oped a standardized signature, a 
portrait by Neysa McMein (which 
had to be altered a bit to make 
her show up better in advertis- 
ing), and a carefully fashioned 
personality which is guarded by 
a 15-point “statement of policy.” 

In accordance with this policy, , 
Betty must stick closely to “ad- 
vice, counsel and service in the 
field of homemaking.” Personal 
material outside this field is 
strictly forbidden: “Such state- 
ments as ‘I had dinner,’ ‘I walked ic 
in the garden,’ or other statements 
which attribute to Betty Crocker 
the attributes of a person outside 
of her field of home _ service,, 
should not be used.” 

Her physical reproduction 
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| Betty Crocker and her activities 


‘in respect to any product, 


ucts must be literally true.” 


* as to remove any inference that 


print, television or anywhere else | 
must be in harmony with the 
McMein portrait, and her voice, 
Style of speech and written style 
must be that of a gentlewoman, 
friendly but not intimate. Not 
only must her service material 
be thoroughly tested for complete | 
reliability, including adequate 
tests by a cross-section of con- 
sumers, but “every statement 
which is made with reference to 


must be true as respects the ac- 
tivities of the Betty Crocker staff. 
Wherever Betty Crocker speaks 
the 
statement in respect to such prod- 


Her Name Is Janette Kelley 


And, in addition, whenever 
Betty is personalized, in print or 
on the air, “recognition of the 
home service staff of General 
Mills, Inc., should be included so 


didn’t immediately concede that 
she is the company’s biggest single 
asset. 


Advertising 

By the very nature of things, 
the Betty Crocker staff devotes 
about half its energies to Gold 
Medal flour and the other prod- 
ucts in which recipes and baking 
are important. This is not true 
in the advertising department, 
where flour gets its share of at- 
tention, but where the big hoopla 
(and the greatest number of ad- 
vertising dollars) revolves princi- 
pally around Wheaties, Kix and 
Cheerios, super-duper promotions, 
|boxtops and premiums. 

As indicated by the detailed ad- 
vertisement department organiza- 
tional chart in the adjoining 
columns, ad activities are broken 
down along both functional and 
product lines. Lowry Crites, who 
has the title of “advertising comp- 


benefit of the nation's housewives, answ 


‘everything done in the name of 


Betty Crocker is done by a single 
person.” 

There have been only’ two 
“Bettys” over the years—Mrs. 


Marjorie Child Husted, now moved 


/up to advisor to management on 


all activities for women, and Ja- 
inette Kelley, a voluble, likable 
lady who bears extremely little 
iphysical resemblance to Betty. 


4 Serves the Nation’s Women 
‘, Miss Kelley is a Montanan, a 


‘graduate of Montana State, and is 
pleased as punch to be “back” at 
‘General Mills because she recalls 
ithat her first job was with Wash- 
iburn Crosby; she sold them an 
lidea for a bread booklet. In be- 
tween times she was with General 
‘Foods for six years, and then 
lmoved over to Lever Bros. to or- 
ganize the company’s home service 
division and to become “Aunt 


Jenny” at the time of Spry’s in-| 


troduction. She has been with 
(General Mills three years. 

Betty Crocker’s job is to be the 
consulting home economist for the 
nation’s women. She keeps half a 
dozen magnificent kitchens going 
constantly, she irons every con- 
ceivable kind of fabric with the 
Betty Crocker and other irons, she 
answers well over a thousand let- 
ters a day. 

In addition, she writes an enor- 
mous number of booklets, package 
inserts, recipes, two daily radio 
shows, and is finally responsible 
for the technical accuracy of what 
any one can say, anywhere, about 
any of the General Mills products 
which fall within her ken, as well 
as the photography which is used 
in connection with this material. 
= one—least of all her competi- 
ors—can accuse Betty of being 
plothful. 


Biggest Single Asset 


Betty doesn’t show up anywhere 
the General Mills balance 


{ n 
bn but it would be hard to find 


ny one 


in the organization who 


troller,” handles all management 


BETTY'S WORKSHOP—One view of the "Betty Crocker floor” in the General 
Mills headquarters’ building, where Betty and her 50 helpers experiment for the 


er mail, write booklets and radio scripts. 


and servicing operations except 
radio, which is directed by Ed 
Smith, radio program manager. 
C. S. Samuelson is advertising 
manager for the grocery products 
division, G. S. Barnes for flour 
and feed, and J. S. Fish for the 
mechanical division. 

Currently, as for many years 
past, General Mills spends the 
major portion of its advertising 
dollar in radio. For the present 
crop year, the figure is 64% for 
radio time and talent, and 36% 
for printed media. And it is rather 
interesting (although most GM 
personnel have forgotten it) that 
WCCO, CBS’ giant Minneapolis 
outlet, is named for Washburn 
Crosby Company, which once 
owned the station, and over which 
Betty Crocker made her initial 
radio appearance in 1924. 


ABC Gets Lion’s Share 


Almost a third of the total GM 
|ad budget goes into ABC shows, 
including the Betty Crocker Maga- 
zine of the Air, 20 minutes daily; 
the Lone Ranger, thrice weekly, 
with the Green Hornet on the 
other two days; Famous Jury 
Trials on Saturday evening, and 
the fabulous Jack Armstrong, who 
has been depicting the all-Ameri- 
can boy for GM 15 minutes every 
weekday since 1933, and who has 
now shifted to a half hour show, 
each a complete episode, which 
GM and Derby Foods sponsor on 
a straight alternation schedule. 


8. C. Gele 
Vice President 
Director of Advertising 


I 


z 
Plour & Feed Adv. Account & Biscelleneous 
Grocery Prod, Adv. Radio Progrene 
S. Bames L. Crites 
Adv. Manager Smith Advert ising Comptroller 
Grocery Products Plour & Peed, 3) Radio Progras Office Manager Budget Control 
Act ivit Commodities & Fare eer Visual Bducet ion 
7 Service Activity All Servicing - except Radio 
3 z 
Product Managers 
Product Managers Radio 1. Premiums end 3. Coupon Service Supervisor 
Y Script Editors] |Mechenicel Division} D. Morrison Contests Plorence Lind- ° 
oO. u. memes W. W. Woodward Adv. Activities Adv. Accountent 0. F. Beck berg, Maneger Dept. Activ Stenographers 
D. W. Latterell | [Miss M. Ward Printed Medie 65 employees, | 
3. L. Coulombe Miss M. Kemp a. R. J. Richter Hosp 26 
5. A. L. Morgen j Assistant 2. Adv. Prod. Dept. 4. Warehouse Ship-| |» Stenographers 
+ Kingman, Jr. J. Palm, 
R. 8. Speeth Assistant Prod. Phos lee 
Butkovitch 27 employees 
5. B. Segerstrom 
R. B. Kennelly 


GENERAL MILLS ADVERTISING SETUP—Detailed organization chart of the advertising department, showing personnel 


and their responsibilities. 


About 3% of General Mills’ ad-| strategy, it is its complete free- 


vertising dollars go into baseball 
broadcasts, which have been built) 
up somewhat in the past year, 
despite the fact that costs of this. 
type of broadcasting have risen | 
300 to 400% over prewar, princi-| 
pally because of the larger a 
demanded by ball clubs. Another | 
3% or so of the GM appropria-| 
tion goes into chain breaks and 
miscellaneous spot activities. 


Magazines Get 25% 


In the field of printed media, 
magazines (including Sunday 
magazines distributed with news- 
papers) account for another quar- | 
ter of the total General Mills) 


dom from taboos and _ precon- 
ceived ideas. 

GM is always more than willing 
to tailor its advertising, its selling 
methods and even its products to 
its markets and to the changing 
times. Right now the company is 
planning to take a serious look at 
television in the early part of 
1949, and it is also planning to go 
into movies more heavily, despite 
some rather unsatisfactory ex- 
periences with that medium in 
1938. The company now produces 
four to seven pictures a year in 
its own film department, staffed 
by six technicians who are usually 
aided by outside script writers. 


budget, while farm publications | As a general rule, it makes movies 


and newspaper expenditures each | 
amount to about 5% of the total. 
The farm market is especially 
important to General Mills be- 
cause farm families use about} 
seven times as much all-purpose | 
flour per family as big city dwell-| 
ers, and they also consume about | 
twice as much ready-to-eat cereal. 
Mr. Gale says frankly that GM) 
doesn’t run as much product copy | 
in the farm press as it should, al-| 
though a special Wheaties cam- | 
paign addressed to farmers is do- | 
ing well now. The reason, he says, | 
is largely due to ‘shortcomings of | 
advertising agencies, which he be- | 
lieves have not developed skills | 
and techniques for farm and rural | 
publications, and even for daily | 
newspapers, to the same extent 
to which they have developed 
magazine and radio skills. 


Cartoon Series a Puzzle 


for “inside” or limited use itself, 
and for “outside” films or those 
intended to be shown to large 
audiences, it goes to specialists in 
the field. 


Marketing Research 

With the kind of operation in 
which everything is suspect and 
subject to proof, it follows nat- 
urally that GM’s marketing re- 
search department is large and 


Newspapers also might get more 
of the GM dollars, he indicates, if 
only the company could find the 
formula for using them properly. 
The famous Wheaties cartoon 
series which developed such phe- 
nomenal readership ratings he 
characterizes as a “great mystery.” 
The series had “phenomenal im- 
pact but we have never been able 
to measure sales. effectiveness 
commensurate with its ratings,” he 
said. “We took individual cities 
in which the cartoons ran for 
periods up to 18 months and tried 
to determine the result on sales, 
without success. Now the series 
is running in certain national 
media only.” 

Newspapers will be used more 
extensively than at any time in 
recent years in connection with 
home appliances, and especially 
the new Betty Crocker Pressure- 
Quick saucepan. So far, results 
of this local advertising have been 
|somewhat better than expected, 
jhe implied, and if they continue 
| good, dailies may find GM a some- 
|what less hardy nut to crack in 
ithe future. 


The remainder of GM’s network | 


dollars—amounting to 


to NBC, principally for the solid 
afternoon hour in which the com- 
pany presents Today’s Children, 
Women in White, The Story of 
Holly Sloan, Light of the World, 
and five minutes of advice and 
counsel by Betty Crocker. In ad- 
dition, the Sperry division spon- 
sors Sam Hayes in a daily 15- 
minute news stint, and This Wom- 
an’s Secret, a daytime serial, on 
the NBC Pacific network. 


a quarter | 
of the total ad appropriation—go | 


| Plans Television Experiments 


FOR APPLIANCES—A special ‘polka 


active. In charge of A. Wells Wil- 
bor, director, and Gordon A. 
Hughes, operations manager, it in- 
vests about $600,000 annually to 
conduct a continuing appraisal of 
established products, check new 
product development, do market 
analysis and sales potential work, 
study brand preferences, packag- 
ing and advertising effectiveness, 
as well as pure economic research. 

The department was part of the 
advertising department until 1938, 


entity responsible directly to Don- 
ald D. Davis, then president. In 


This small-space cartoon series, 
incidentally, is indicative of GM’s 
constant effort to find new methods 
|of advertising and new techniques 
'which do a more satisfactory job 
than previously. The ad budget 
always contains a sort of rainy- 
day fund for experimentation 
with new media and new tech- 
niques, since if anything distin- 
guishes the General Mills’ adver- 
tising operation and the company’s 
entire marketing and advertising 


1942, when Mr. Davis left to go to 
Washington and the administra- 
tive setup was changed, it was put 
in Mr. Gale’s bailiwick. 

The department is currently en- 
gaged in sales production control 
analysis, the object of which is 
to iron out peaks and valleys in 
production and distribution by 
controlling stocks at dealer and 
distributor levels. This work is 
specifically connected with the 
new Lodi, Cal., plant (primarily 


a packaged goods plant) now 
under construction, and ties in 
with the thing so dear to the heart 
of Walter Barry, vice-president in 
charge of grocery products, who 
believes that the next big step in 
merchandising is to develop a sys- 
tem for supplying goods to dis- 
tributors and dealers which will 
guarantee fresh, adequate stocks 
at all times, without overloading. 

The market analysis depart- 
ment maintains only three field 
supervisors, buying most of its 
field work from established out- 
side sources. In the last fiscal 
year, for example, it paid Burke 
Marketing Research almost $98,- 
000 for work of this kind, while 
C. E. Hooper, Inc., and Edgar 
Steiner & Co. each collected more 
than $20,000. The Nielsen services 
which GM bought cost the com- 
pany $57,000, and the biggest 
single chunk of research money 
went to Industrial Surveys Com- 
pany, whose bill for the year was 
almost $125,000. About half of 
this latter total went to pay the 
expenses of a special baking panel 
of housewives who report every- 
thing they bake, what they put 


dot" kitchen, to match the appliance 


packages, is used for appliance testing by the Betty Crocker staff. All home 

appliances will be packaged in the polka dot family style, and advertising will 

eventually carry an appliance “package shelf" signature, in the same manner 
that GM institutional copy carries an over-all package shelf. 


|into it, their successes and fail- 
|ures, etc. 


Human Relations 

Perhaps the most interesting 
and exciting promotional activi- 
ties of General Mills in recent 
years have centered around pub- 
lic and stockholder relations, to 
say nothing of employe relations. 

The department of public serv- 


ices, headed by Abbott Washburn, 


who has been with General Mills 


when it was set up as a separate|for 10 years except for a hitch in 
‘the Navy, is organizationally in 


Sam Gale’s sphere (reporting 
through him to public relations 
minded President Harry A. Bul- 
lis), but it works closely with 
James F. Bell, board chairmen, 
who has taken public relations 
under his wing and who is an ex- 
tremely effective publicist in 1.5 
own right. 

Deeply concerned over the fu- 
ture of the company and tne 
economy, the company decide 
several years ago that very littl 


effective work could be accom- 
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One of the most interesting ac-|he has an important partner in| can opener. will move its advertising account top 
tivities in this connection has been 
Mr. Bell’s plan for bringing the 
a company to stockholders in an 
sane! interesting, effective and educa- 
tional manner. For several years 
ee he has personally addressed stock- 
holders at meetings held in various 
=e sections of the country, and has 
ar given them information on com- 
war t pany earnings, prospects, etc., with 
at in the assistance of charts, films, 
who pamphlets and a wide variety of 
tio visual and printed aids. 
» ay Mr. Bell believes that in the | 
dis- course of these meetings he has | e 
will personally contacted perhaps 25% ad A IS 
ocks of the company’s 12,700 stock-| 
2g holders, and is convinced that the ° 
effort has been more than worth 
field while. He admits, however, that U y 0 ah 4 g ece 
its meetings of this type can lose 
out- their allure, and he is currently 
fiscal thinking of conducting them every 
urke two years instead of annually. | ’ 
$98,- No other company talks more 
while frankly or more factually to the 
dgar public in advertising and in per-| 
more sonal contacts. The annual re-| 
vices ports are models of effective pres- | 
com- entation of detailed information | 
ggest about what the company has done, | 
eae is doing and hopes to do, and in) 
~om~ the past several years these have | 
; was also been translated into films and | 
lf of magazine advertisements which | 
y the BH tell the earnings story in simple 
panel language to all. In addition, a 
very~ special section of the employe 
y put house organ carries a detailed an- 
nual report presentation. 
GM has had an employe house 
organ for many years; now it also 
has a special magazine for stock- 
holders, as well as a quarterly 
dealing exclusively with the cor- 
poration’s research activities, 
which goes to stockholders and 
others. 
Much Printed Material 
In addition to its day-to-day 
service to and contact with stock- 
holders, the public and farmers, 
the department of public services 
turns out a wide range of printed 


plished under association or group 
auspices, and that the public rela- 
tions problem of industry is fun- 
damentally an individual problem 
which each company must ap- 
proach and solve in its own way. 
If each of America’s corporate and 
business enterprises does a good 
job with its own publics, the over- 
all job is done automatically, it 
believes. 


Stockholder Meetings 


material, probably unequalled by 


now, it seems to me, is to begin 
developing knowledge of the basic 
economic facts among children, 
and particularly in the primary 
grades. We have told people a 
great deal about the vitamins in 
our products but have presented 
none of the stories of the vitamins 
in our economic system ... the 
place and operation of our busi- 
ness institutions in society. 

“In correcting this, the business 
man is awakening to the fact that 


the educator. Industry has been 
negligent in this regard, but some 
progress is being made.” 


Plugs New Can Opener 


Turner & Seymour Mfg. Com- 
pany, Torrington, Conn., has 
started a national campaign using 
trade publications, plus space in 
Better Homes & Gardens, Farm 
Journal, Ladies’ Home Journal 
and The Saturday Evening Post to 
introduce its new Westco No. 65 


Maps Training Program 

Advertising Ideas, New York 
agency, has started a training plan 
under which veterans, studying 
under the G.I. bill, will do part- 
time work at the agency for $25 a 
week, rotating on a three-month 
basis. 


Richmond to Louden 


Richmond Radiator Company, 
New York, manufacturer of 
plumbing and heating equipment, 


abn 


from J. Walter Thompson Com- 
pany, New York, to Henry A. 
Louden, Advertising, New York, 
effective Dec. 1. 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


</ Artkroft® Corporation 
900 Kibby St., Lime, Ohio, U.S.A. 


any other company. A_ steady 
stream of booklets, pamphlets and e 
the like, dealing with the com- t t ST 
pany, its organization and its hopes y e ' n e 
and aspirations, reach various seg- 
. ments of the public. Recently, for 4 
— example, it has put together a 
handsome 20-page file-size book- 
= let on the organization of General —_ 
Mills and several 6n the com- 
pany’s history, in both detailed MASS IN THE MIDWEST IS CLASS IN THE NATION 
4 fail- and brief, pictorial form. x 
Mr. Bell has some pretty defi- Mass coverage and class coverage normally are two different 
this of things . . . but here’s one case where they’re one and the same! 
intormation an relations wl 
resting '°ckholders, the public and em- That’s because Midwest farmers while representing a mass 
activi- Meloyes. “Most business men get market also stand head and shoulders above the average 
U. S. farmer in production, in investments, in income. 
ud- 
a4 to meeySs, “and we are trying con- A U.S. Census Bureau analysis made at the expense of 
lations. Pied to guard against that Midwest Farm Papers demonstrates that the average 
nal “The corporation has become Midwest Unit subscriber is an outstanding customer 
Mills ‘thie and prospect. Take advantage of the Unit’s mass cir- 
~ . Me preserved. If each company | culation (1,200,000 ABC) to do a mass selling job in a 
porting fi. °S care of its own knitting in class market. Use all five papers at a money-saving 
elations is regard, we can do it. But it’s 
Bul PaEL™Ost an entirely individual job, | rate with one order, one plate, one bill. 
y with id we must be more effective at | 
airmen, ‘han we have been in the past. THE FARMER * NEBRASKA FARMER * WALLACES’ FARMER and IOWA HOMESTEAD + PRAIRIE FARMER + WISCONSIN AGRICULTURIST and FARMER 
elatio as ‘Not only have we largely neg- Midwest offices at: 250 Park Ave., New York - 59 E. Madison St., Chicago - 542 New Center Building, Detroit - Russ Building, San Francisco - 645 S. Flower St., Los Angeles 
an this job because we have | 
in much concerned with 
Fes of products, but our attempts | a 
the fu- the field of public understand- | 
nde tne and enlightenment have been | 
decided Pe’ Sely futile because, to too large | 
ry. little ‘egree, we sell those who are | 
accor: °@4y sold. Our real problem! 


if 
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Opens Frisco Office 


James R. Lunke & Associates, 
Seattle agency, has opened San 
Francisco offices at 625 Market St. 


Advertising in the Test Stage 


New ‘Wilt’ Beard 


| WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
yeloping sales prospects on certain 


| | types of products and services. 


New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS * PAPERS * MAGAZINES 
314 So. Federal St.. Chicago 4 


Softener Tested 
in Four Markets 


New YorKk—An extensive test 
campaign is being conducted in 
four markets by Wilt, Inc., Long 
Island City, for its new before- 
shave beard softener, Wilt. 

Promotion includes 4,630 lines 
of newspaper advertising over a 
13-week period, sampling to cus- 
tomers and stores, and “Wilt-O- 
Gram” promotion pieces giving 
details of the product, which are 
delivered with trial bottles of Wilt 
to barber shops and drug store 


merchandise managers. 

In Providence and Pawtucket, 
where tests began in September, 
a half-ounce bottle is given to 
each buyer of the regular 79 cent 
four-ounce size. If the customer 
is not satisfied after trying the 
sample, he may return the un- 
opened four-ounce package and 
have his money refunded. There 
have been no returns so far, Wilt 
reports. Newspapers used in these 
test markets are the Pawtucket 
Times and the Providence Bul- 
letin. 


Extensive Sampling Drive 


In Waterbury, Conn., advertise- 
ments are appearing in the 


Waterbury Republican, and Lig- 
gett drug stores are using window 
displays. 

Approximately 10,000 samples of 
Wilt were distributed in front of 
16 Dayton, O., industrial plants by 
costumed girls. Couponed ads in 
the Dayton News, offering samples 
through drug stores, are also being 
used. 

The Gallaher Drug Company 
stores, which number 25 in Day- 
ton proper, will use Wilt window 
displays for several weeks and 
Wilt spots are being carried three 
times weekly for 13 weeks on the 
five-times-weekly Gallaher quar- 
ter-hour news program. 

Macy’s department store in New 
York is now carrying the new 
beard softener, and, according to 
Leslie M. W. Neville, vice-presi- 


- 


Les Johnson, V. P. and Gen. Mgr. 
Affiliate of Rock Island Argus 


Avery-Knodel, Inc. 
RADIO STATION REPRESENTATIVE 


dent of the company, Wilt will be 
promoted in New York in the near 
future. 
Ellington & Co. handles the ac- 
count. 


ANN DALE TESTS 
CHOCOLATE COPY 


Fatt River, Mass.—Ann Dale 
Products, Inc., is testing selling 
candy with cheesecake methods. 

The candy company has sched- 
uled a campaign in National Food 
Distributors and Supermarket 
Merchandising, with additions to 
the list possible after January, 
The trade advertising stresses that 


SWEET TOOTH? — With this copy in 

two grocery business papers, Ann Dale 

Products calls attention to the candy 

industry's potentials. Bo Bernstein & 
Co. is the agency. 


candy manufacturing is a billion- 
dollar industry. 

The company also is using 600- 
line newspaper advertisements in 
the Hartford - Worcester-Spring- 
field-New Haven area, and in the 
Albany - Syracuse - Troy market, 
plus window displays and other 
point-of-sale material for its Ann 
Dale peppermint patties. 

The test will run through De- 
cember. Based on results, it may 
be expanded to other newspapers, 
radio and magazines in 1948, de- 
pendent on distribution. ' 

Bo Bernstein & Co., Providence, 
is the agency. 


TESTS HAIR BRUSHES 
Port CHESTER, N. Y.— Empire 
Brush Works began a test cam- 
paign in the New York metropoli- 
tan area last week, using 300-line 
ads in the New York Journal, 
Post, Sun and World Telegram 
and the Newark News to promote 
its new Spirol women’s hair brush. 
The product is featured in a 
price deal with the Rollair, an- 
other new nylon hair brush. Per- 
sonal calls by Empire sales rep- 
resentatives will be made on drug 
and department stores and beauty 
shops. Dealers will receive dis- 
plays, booklets and a new catalog. 
Similar plans are being readied 
for other major eastern cities. 
Reiss Advertising, New York, 
handles the account. 


TESTS ‘FLOWER-RITE’ 

PORTLAND, OrE.—House and 
land, Portland agency, has been 
appointed to conduct a test cam- 
paign for Floral-Mart. The com- 
pany is distributor of Flower- 
Rite, a new soil conditioner made 
from exploded obsidian, a_ vol- 
canic rock. 


Einson-Freeman 
Sets Up Foundation 


Einson-Freeman Company, Loné 
Island City, N. Y., lithographer 
designer and manufacturer of <ls- 
play material, has established the 
Einson-Freeman Foundation, Inc 
said to be the first of its kind i” 
the field. 

The new organization is non- 
profit and is designed to servé 
charitable, benevolent, scientific 
literary, educational and philam 
thropic purposes, with provisions 
for employe welfare. 
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Here’s the Works 


the biggest advertising news years! 


((COMMENCING with the March, 1948, 

issue, CORONET is opening its pages to 

a limited number of national advertisers at rates 

that are 22% below the minimum guaranteed 

rates of any other multi-million general maga- 
zine in America. 


We've been told that this is the biggest adver- 
tising news in years. In order that advertisers 
and their agencies can judge for themselves, 
here’s the works on the CORONET story: 


Q: What is CORONET’s circulation and who 
are its readers? A: 2,000,000 guaranteed, and a 
1947 eight-months average of 2,319,688 deliv- 
ered. Readership is family-wide—in top-intelli- 


gence levels—and almost exactly equal for men 
and women. 


Q: How desirable a market are CORONET’s 
readers? A: A total family population exceed- 
ing New York City’s. Also, they are one of only 
two great multi-million magazine audiences 
never before available to advertisers—Reader’s 
Digest and Coronet. 


Q: How thoroughly read is CORONET'? A: 
Four reader-traffic surveys show that the dif- 
ference in thorough readership between the 


2,000,000 GUARANTEED CIRCULATION 


lead-off article and the last article in the maga- 
zine is only 16%! 


Q: What accounts for this extreme intensity 
of reader interest? A: A skillfully balanced 
editorial diet, averaging 35 features per issue. 
Also, application of modern engineering prac- 
tices to the problems of mass publication. This 
has produced the most successful magazine for- 
mat ever developed. 


Q: In what way is CORONET’s format and 
make-up distinctive? A: Like the Reader’s 
Digest, there are no run-overs, hence traffic 
moves steadily from article to article. But un- 
like the Digest there are an average of 57 pages 
of pictorial features per issue of CORONET! 


Q: What response has the CORONET editorial 
policy received? A: An annual increase in cir- 
culation ranging from 10 to 30% for seven con- 
secutive years, before, during and since the war! 


Q: What is CORONET'’s policy governing ad- 
vertising? A: Every advertisement facing an 
editorial page, and a set policy of two or more 


pages of editorial per page of advertising. 
Q; Does this limit the number of advertisers? 


NEW YORK. 366 Madison Avenue 
Murray Hill 2-5400 


CHICAGO... Coronet Building 
Dearborn 7676 


DETROIT... 417 New Center Bldg. 
Madison 5745 


A: Yes. Of the 4,180 products and services 
nationally advertised last year, unfortunately 
there will be space in CORONET for only 
about 50. 


Q: What will be the advantages to advertisers 
of this policy of limitation? A: Preferred posi- 
tions for all, drastically reduced competition, 
and a readership for advertising which will 
more closely approach that of the magazine it- 
self. It’s the number of actual readers an adver- 
tisement gets that you really pay for—not the 
circulation figures. CORONET’s unique policy 
is the first importarft move that has been made 
to attack this unknown factor of waste. 


Q: How do CORONET'’s rates compare specifi- 
cally with those of other magazines? A: 22% 
below the lowest in the multi-million class, 41% 
below the highest, and 34% below the average 
for the top nine. For roughly the cost of 3 pages 
in LIFE (guaranteeing 15,600,000 reproduc- 
tions of your message) or 3%4 pages in LADIES 
HOME JOURNAL (16,875,000) or 4% pages in 
the SATURDAY EVENING POST (16,470,000) 


thirteen pages can be bought in CORONET, 
guaranteeing 26,000,000! 


PHILADELPHIA .1700 Walnut Street 
Pennypacker 5-8998 


BOSTON ......... 525 Statler Office Bldg. 
Liberty 5526 


LOS ANGELES .. .448 South Hill Street 
Trinity 9924 
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NELSON 
ECCUL 


DIST.of COL. 


MONTH TO 
REDBOOK,TENN. // 


HIT EM WHERE 
THEY LIVE, 


spender 


Some people have the impression that 
everybody in Washington bought a 
ticket back home the minute the 
war was over. But that’s not true of 
Redbook, D. C. They're still right on 
the job, furnishing their homes, buying 
automobiles, food and drug products, 
so fast that retail buying last year by 


Redbook families alone amounted to 


Send for the Redbook State-by-State analysis of family buying power. 
W rite or phone Redbook, 444 Madison Avenue, New York 22, New York. 


The Government isn’t the only big 


REDBOOK, 


$69,000,000. They spent over $15,000,- YOUNG FAMILIES 
000 for food alone. Over $4,000,000 of SPEND MONEY 


their money was spent in drug Stores. And what's more, they respond to adver- 


And advertisers are covering this tising—as you will see, if your product is 


free-spen ding Re Mecule Minit tn the appearing in Redbook. More than half of 


them are 35 or under, and their needs, as 
District of Columbia—100% of it— well as their wants, are being satisfied be- 


at a pro-rata cost of $44 a page. W hat’s cause their net income after taxes, amounts 
to $6 billion. 


holding up your order for Redbook 


space? Anything more we can do? 
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AT WASHINGTON CONFERENCE—At the head table between sessions of the Ad Council meeting are, left to right: W. 

Averell Harriman, Secretary of Commerce; Charles G. Mortimer Jr., council chairman; Willard Thorp, Assistant Secretary 

of State for Economic Affairs; Eugene Meyer, chairman, the Washington Post, and council public advisory committee mem- 
ber; John J. McCloy, president, the International Bank, and Clarence Francis, chairman, General Foods. 


Life Advertisers 


Urged fo Promote 
Agents More Often 


LIAA Elects Noyes; 
What Agents Want 
Told by Churchill 

| 


| QueBec Ciry, Canapa—Life in- 
|surance companies pay too little 
attention to their agents in adver- 
|tising copy. 

This point was emphasized by 
several speakers in talks before the 
annual meeting of the Life Insur- 


| 
business was more or less summed | 


up by the well-publicized ‘losan Magazine Growth 


—‘What helps business, helps you.’ | A = 
Analyzed in N 
Would Be Reversed Now | ‘Y ew 
| “Today I believe that if busi- Curtis Booklet 
ness were to write such a slogan, | 
it would be reversed. It would! magazine circulation in the U. S. 


a 
Discuss Foreign 
Policy Program be more apt to run—‘What helps! results from the following causes, 
the nation, helps business.” listed in the order of their impor- 


Ad Council Group | He described public service ad- ‘tance: (1) population growth; (2) 


in ‘Secret’ Confab | tising Council as “a new weapon | 


at White House streamlined route to public knowl-_| 
WasHINGTON—More than 100 of | action.” 


*~| zine appeal. 
edge, public opinion and public This declaration 

the nation’s top advertising and “None of us will grant the to- 
business executives joined in a talitarian state any advantage but 
full day of off-the-record White | one,” said Mr. Mortimer. “They 
House sessions last Monday, for|can act more swiftly and more 
an insight into the Marshall Plan | decisively.” 
and business worlds, | ‘Fact Distribution’ 

From the government’s top | Explaining that democracy 
spokesmen, the group, assembled | bases its action on public opin- 
in cooperation with the Advertis-|ion, he said that public service | 
ing Council, heard the grim facts | advertising “enormously hastens 
which led to the call for a special| the process of fact distribution— 
session of Congress, and a pro- | the facts on which recognized au- | 
jected four-year $20 billion effort | thorities generally agree.” 


Top Executives 


velopment of national magazines, 
prepared by the research depart- 
ment of Curtis Publishing Com- 
pany here. 


volume, the study was prepared, 
according to Donald M. Hobart, 
director of the department, to 
bring together a wealth of basic 
information about national maga- 
zines which might lead to better 
understanding of their function in 


— : get western Europe back on its | In illustrating the function of Advertising Media.” 

eet. |public service advertising, Mr. 
wail “We are now told that we are| Mortimer pointed to the “miscon- Magazine Attributes 

again faced with a world situa-|ceptions and misinformation” As an advertising medium, it 
_ tion which has an unpleasant re-| about the emergency food conser- ‘ 


points out, magazines have three 
chief market characteristics. First 
and most important, they follow 
and develop sales 
profitable areas. They achieve 
| widespread geographic distribu- 


semblance to the events of all- | vation program. “Somehow or 

too-recent-history” the council’s| other, these must be removed,” he 

chairman, Charles G. Mortimer) said, “for they constitute road- 

Jr., summarized at a conference) blocks in a relief program that 
mid-day luncheon. /must move rapidly.” 

“Given any sort of breaks, the 

To Decide on Action advertising method will clear 


changes. “National magazine ad- 
away many of the hazards with 


He promised that the visiting vertising is, in fact, local adver- 


group would be polled to deter- #™azing speed,” he asserted. tising conducted simultaneously 
mine what—if any—action the a all over the country,” says the 
council should take in support of NCA Meets in Tune booklet, borrowing a line from| 


the developing foreign policy pro-| The National Confectioners’ As- the Bureau of Advertising, ANPA. 


gram. |sociation will hold its 1948 con- Market selectivity, adaptability 
At its morning session, the|vention and exposition in New to individual advertiser’s needs 
= group heard from Agriculture| York, June 20-25. Headquarters | and repeated impact are other at- 


Secretary Clinton Anderson, and | Of the 65th annual convention will 
from top planners of the State | be at the Waldorf-Astoria, and of 
Department and International | 22nd confectionery industries 
Bank. Later it spent time with | CXPOSition, at Grand Central Pal- 
lace. Charles F. Haug, Mason, Au 
Commerce Secretary Averell Har- |g Magenheimer 


riman, Secretary of State George | Mfg. Company, Brooklyn, will 

Marshall and others. serve as general chairman of the 
Mr. Mortimer noted that the/| convention committees. 

presence of the group in Wash- eo 


ington “is evidence of a quiet re- | Appoints Radford 


tributes stressed in the study. 


circulation reached an all-time 
high, nine times greater than in 
1914. More than 3.2 billion copies 
were sold for about $418,000,000. 
It estimates that U. S. families 
averaged an expenditure of $10.96 


The magazines’ revenues from ad- 


when the philosophy of American |C. P. Perce:. 


Forms Publicity Office 

| The Booker T. Washington 
Birthplace Memorial, Inc., Rocky 
Mount, Va., has established a pub- 


286 Fifth Ave., New York. The 
new office, under the management 
of Andrew F. Jackson (formerly 
of Jackson-Young & Associates), 
will develop merchandising tie- 
ups with trade, industrial and 
service organizations utilizing the 
Booker T. Washington commemo- 
rative half dollar. 


Offers Full Coverage 


CONFORMISTS—It was a breadless luncheon for more than 100 visiting adver- 

tising and business executives during an intermission at the White House con- 

ference. Left to right, here, are T. S. Repplier, Advertising Council president; 

Dr. Reinhold Niebuhr, Union Theological Seminary, a member of the council's 

public advisory committee; Reese Taylor, president, Union Oil Co. of California, 
and Charles E. Bohlen, counselor, State Department. 


its full Sunday circulation to clas- 


cial circulation breakdowns. 


PHILADELPHIA — The growth of 


vertising mobilized by the Adver-| increased education; (3) increased 
income; (4) more available read- 


is made in a 
new 133-page booklet on the de- 


A handsomely illustrated, bound 


the national economy. The study 
is titled “National Magazines as | mailings” to other types of direct 


in the most 


tion and also adjust to market 


It | 
points out that last year magazine | 


in 1946 for 85 copies of magazines. | 


Volt which has taken place in| (George A. Radford has been ap- Vertising amounted to $381,000,-_ 
business thinking. | pointed western manager of Fam- | 900; their linage totaled 54,000,- 
“It is not so many years back|ily Circle, Chicago, succeeding 000 lines. 


licity and public relations office at 


The Chicago Tribune is offering 


sified advertisers for the first time 
since July 1, 1943, when wartime 
paper shortages necessitated spe- 


ance Advertisers Association at 
the Chateau Frontenac here Oct. 
23-25. 

Edward Churchill of Hartford, a 
top salesman for Northwestern 
Mutual Life Insurance Company, 
Hartford, revealed that a mail sur- 
vey he made recently among mil- 
lion-dollar-a-year insurance sales- 
men disclosed that a high number 
want insurance ad copy to feature 
the value of the life insurance 
agent to the client. 

“In other words,” Mr. Churchill 
asserted, “we would like to have 
you sell the qualified agent to the 
insuring public and let him sell 
the insurance.” 


Direct Mail Helps Some 


The survey also showed, he said, 
that 165 such agents said their 
firms offer direct mail advertising 
service, against 25 who replied in 
the negative. Of those whose com- 
panies offer such service, 65 re- 
ported obtaining some _ business 
from direct mail but only 9 said 
it resulted in 25% or more of their 
business. The agents most prefer 
“confidential surveys or program 
\forms” and “personal prestige 


/mail. Nearly all said they use di- 
jrect mail material furnished, Mr. 
\Churchill said. 

The survey also showed, he re- 
vealed, that of those questioned, 
|80 prefer use of national media and 
95 “personal advertising aids.’’ As 
}among national media, 94 voted for 
| magazine advertising, 69 for radio 
|and 30 for newspaper, with some 
‘respondents who prefer magazine 
‘first urging additional use of radio. 

Mr. Churchill said that 94% of 
ja group of Connecticut agents, 
successful but not producing as 
much volume, approve coupon ad- 
vertisements and, to an even 
greater extent, want company ad- 
| vertising to build the agents’ repu- 
|tation. 


McDonald Offers Advice 


| Edwin C. McDonald, 2nd vice- 
president, Metropolitan Life Insur- 
ance Company, New York, offered 
several suggestions for advertising 
copy in a forecast on life adver- 
tising in the coming decade. 


Mr. McDonald predicted that 


shall see the pressure con- 


tinue for nationalization of our 
business in Canada” but that the 
life companies would have to re- 
sist such pressure—as the Cana- 
dian government would also—be- 
cause from 40 to 45% of Canadian 
life insurance premium payments 
originate outside Canada. 


“continued march of group insur- 
ance in all its forms.” 
ance companies have not, to his 
knowledge, lost any personal pol- 
icy volume because of the increase 
in group insurance business, he 
declared. 
Must Praise Employers 
Mr. McDonald said that employ- 


ers deserve perhaps most of the 
credit for the fact that group in- 
surance has increased to a volume 


of about $30 billion. 

“T have always felt,” he con- 
'tinued, “that the insurance indus- 
try does much too little in its pub- 


He said also that he expects the | 


Life insur- | 


lic advertising to congratulate 
| business men for their part in 
making this protection available to 
workers. It strikes me that you 
should consider publishing an ad- 
vertisement periodically patting 
the employer on the back for in- 
stalling a group program. Fur- 
thermore, such advertising would 
have some effect with the pub- 

“T think we haven’t done enough 
yet in persuading the public that 
our top level management is not 
drawn from some aristocracy or 
from some select club where only 
future life insurance presidents 
mingle with other future insur- 
ance presidents. Actually, of 
course, our chief executives have 
come up the hard way. 

“T think some of your advertis- 
ing in the coming years should do 
more for the agent. I think we 
should tell a better story of the 
opportunities in our business. I 
think some of our advertisements 
have been deficient in this particu- 


Canadian Program Told 


Mr. McDonald observed that 
more and more-insurance presi- + 
dents are “selected from men with 
an acute sense of public attitudes.” 
They are, he said, men who travel 
much, keeping in close touch with 
their organizations and the public. 
Advertising men also, he pointed 
out, should keep in close touch 
with the insurance agents, and 
spend more time in branch offices. 
| R. Leighton Foster, general 
counsel, Canadian Life Insurance 
'Officers Association, emphasized 
that newspaper display advertis- 
ing has since 1921 formed the 
backbone of Canadian life insur- 
ance companies’ cooperative ad- 
vertising—and in fact represents 
the oldest permanent cooperative 
newspaper ad drive in the world. 

“Tf regard is had to the comp- 
arable volumes of life insurance 
in force in our two countries,” he 
pointed out, “an annual expendi- 
ture of about $3,000,000 in the 
United States would approximate 
the cost of our cooperative life in- 
surance advertising in Canada in 
recent years.” 


Noyes Named President 


He said that Canadian life ad- 
vertising in newspapers is slanted 
more toward educating the pub- 
lic about how insurance operates, 
while magazine copy has adopted 
more of a selling slant. 

The association elected C. Rus- 
sell Noyes, advertising manager, 
Phoenix Mutual Life Insurance 
Company, Hartford, president. 

In LIAA’s annual advertising 
competition, “sweepstakes” 
‘winners in the four classifications 
| (according to amount of ordinary 
\insurance in force) were: Massa- 
| chusetts Mutual Life Insurance 
|\Company, Franklin Life Insurance 
Company, Northern Life Insurance 
|\Company and Occidental Life In- 
surance Company of Raleigh. More 
\than 400 exhibits were entered by 
LIAA members. 


| Mooney Heads NWDA 


William J. Mooney, president of 
| Mooney-Mueller-Ward Company, 
| 
|Indianapolis, has been’ elected 
president of the National Whole- 
sale Druggists Association, suc- 
ceeding Charles C. Caruso, vice- 
president of Schieffelin & Co., 
New York. Vice-presidents elected 


jare: John W. Allen, McKesson & 
Robbins, Dallas, 1st; Philip J. 
'Simons Jr., Charles Hubbard Son 


& Co., Syracuse, 2nd; Charles D. 
Doerr, McKesson & Robbins, New 


York, 3rd; E. T. Sickel, Lincoln 
Drug Company, Lincoln, Neb., 4th, 
and P. D. Reitz, McKesson & Rob- 
bins, San Francisco, 5th. 


MBS Has 447 Stations 


Edgar Kobak, president of Mu- 
tual Broadcasting System, has an- 
nounced that the network added 
nine stations from Sept. 1 to mid- 
October, bringing its total to 447, 
and has 17 stations “waiting to 
join.” 


AUVE aye, VU Ue 
| 
| 


WGIL Names Huber 


E. J. Huber, partner 
Schoenfeld, Huber & Green 


SIMPSON-REILLY, 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGELES 
RUSS BLDG. GARFIELD BLDG. 


in the) 


|can Broadcasting Company, 
| previously was with BBDO 


Advertising 


|perspirants by American 
zine male readers has more than | 
doubled during the past seven| 
years, with 85% using the prep- | 
aration regularly, three times| 
weekly on the average. 

Seventy per cent buy their | 


eral manager of, Station wou, American’ Survey 
Use Toiletries 


and 
NEw YorK—The male pref- 


in 
Minneapolis. 
: /erences in toiletries, and the type toiletries in drug stores, the maga- 
Foll Opens Art Service |of stores in which such merchan- 


Full, Cole’s,| zine said, with department stores 
Inc., Des agency, haz | is bought, is reported in second in line with 17%, followed 


.|Survey recently completed by|by five-and-ten-cent stores and 
st De |American Magazine. -haberdasheries, each with 4%. 
"| The magazine determined that 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


68 out of 100 male readers use 
hair tonics and dressings today, 
compared to 50 out of 100 in 1940. 
Almost one out of seven has 
changed his brand of tonic or 
dressing during the past year and 
younger men are the most fre- 
quent brand switchers. 

The use of deodorants and anti- 


Wins Insurance Award 


Hardware Mutuals, Stevens 
Point, Wis., has been awarded the 
grand award in the exhibition of 
insurance advertising staged in 
connection with the annual adver- 
tising-sales conference sponsored 
by American Mutual Alliance in 
Columbus, O. 


If you've got what it takes 


to run a food factory Kansi Giyle 


you can sell it to the 


Kansas 


Market 


Like Albert Vohs of Edson, thousands of 
Kansas farmers are using the cash reserve of 
six record crop years to convert 
their farms to super-efficient food 
producing units with modern-to- 
the-minute homes. Like this west- 
ern Kansas family, agricultural 


My 


Yj 


Kansas is the perfect market for... Wy 

CARS COSMETICS 


DAIRY EQUIPMENT 
ELEVATORS © FURNACES 
HOME FURNISHINGS 
IMPLEMENTS 
MACHINERY e¢ NAILS 
OIL AND GREASES 
PAINT © ROOFING 
STOVES © SEWING MACHINES 
TRACTORS ¢ TRUCKS 
WAGONS ¢ WEARING APPAREL 


In the minds of 121,000 of these progressive 
buying farmers brand preference is being 
established by KANSAS FARMER advertis- 
ing. This publication has been their guide to 
better balanced agriculture and happier rural 
living for more than eighty years. Products 
advertised in KANSAS FARMER are accepted 
» with the confidence which only consistent 
\ editorial leadership can maintain. 


* CAPPER PUBLICATIONS, Inc. 
Offices in 
New York, Chicago, 
San Francisco 
Home of fice: Topeka, Kansas 


KANSA 


Age, Novemoer 3, 


Hollywood Groups 
Protest Inquiry 
in Newspaper Ads 


WASHINGTON—Free-spoken criti- 
cism of the House committee on 
un-American activities and its in- 
| vestigation of Communists in the 
| film industry appeared in the 
| vertising columns of Washington 
|newspapers last week as “hostile” 
| witnesses took the stand. 

In one full page message, 
| signed by President Eric Johnston 
'of the Motion Picture Association 
'of America, the industry called 
{for corrective legislation at the 
next session of Congress to end 
| the practice whereby an investi- 
|gating committee ‘becomes pros- 
_ecutor, judge and jury, and the 
|individual becomes the defend- 
| ant.” 

The association’s copy, placed 
through Donahue & Coe, New 
York, ran in the Washington Post 
and Times-Herald, as well as the 
|Los Angeles Examiner, New York 
|Herald Tribune and Times. 


‘Condemned Without a Hearing’ 


“Too often,’ the Johnston state- 
|}ment declared, “individuals and 
institutions have been condemned 
| without a hearing or a chance to 
|speak in self-defense; slandered 
'and libeled by hostile witnesses 
‘not subject to cross-examination 
and immune from subsequent suit 
or prosecution. Legal counsel can- 
not be heard except at the com- 
mittee’s pleasure. Too often this 
protection is limited to advice on 
constitutional rights. The commit- 
|tee can accept or reject explana- 
| tory statements for the record.” 
Film producers, writers and 
|stars also joined in publishing a 


full-page “Statement from _ the 
|‘Unfriendly’ Witnesses,’ saying 
“After the most searching 


‘consideration of what has hap- 
| pened here in Washington, we are 
| forced to the inevitable conclusion 
| that the committee has become the 
leading and principal spearhead 
| for the suppression of basic demo- 
| cratic rights.” 

The group promised that it will 
use “every legal means within our 
| power to abolish this evil thing 
| which calls itself the House com- 
|mittee on un-American activities 
|and to put an end, once and fo! 
‘all, to the uncontrolled tyranny 
‘for which it stands.” 


Three Admen Offer 
Advertising Course 


Charles B. Konselman, adver- 
tising manager of A. & M. Karag- 
heusian, Inc. (Gulistan carpets): 
John Barnetson, Fuller & Smith & 
Ross account executive, and Ed 
Brennen, New York representa- 
tive of Better Homes & Gardens 
will cooperate this fall in a six- 
| week practical advertising course 
in New York. 

Mr. Konselman will handle lec- 
tures on the advertiser end of the 


business, Mr. Barnetson on_ the 
agency, and Mr. Brennen, the 
media. Fee for the complete 


course is $27.50, if check accom- 
panies application, or $30 if paid 
in two instalments. The coursé 
to be held in Room 1568, 230 Park 
Ave., New York, begins Nov. | 
and ends Dec. 17. 


Starts Retail Course 


The St. Paul Dispatch and Pic- 
neer Press has launched a 1+ 
week program for retail adve'- 
tisers, in charge of Clyde Bede! 
Park Ridge, Ill., author and crea- 
tor of the course, “‘The Precept 
and Principles of Advertisiné 
That Sells.” Sessions will be he! 
Thursday evenings in the news 
papers’ auditorium, and brochure: 
outlining the course will be se! 
to participating retail stores. 


Calkins Promotes Ennis 

Walter A. Ennis, who has bee 
in the merchandising departme! 
of Calkins & Holden, New York 
has been promoted to merchandals 
ing director of the agency. 
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INDUSTRIAL MARKETING’S 


TENTH ANNUAL COMPETITION 


....for the best issue 
devoted to a single 
subject among the 
Class, Institutional, 
Service and Profes- 
sional magazines! 


626, 
KA 


CHEF 


HOUSEKEEPER 


JULY, 1947 PRICE $1.00 
its titan WINE STEWARD The Inside Story of C. N. Hilton and His Hotels... A 
STEWARD RESTAURANT MGR. Cellar-to-Attic Coverage of the Albuquerque Hilton. 

Pictorial Review of Outstanding Hilton Departments. 
ENGINEER AFTER READING —RETURN TO 


AN AHRENS PUBLICATION 


Hal Burnett (right), Editor of Industrial Marketing and Miss Marilyn French, 
a member of his staff, presenting the plaque symbolic of this award to 
Charles F. Loeffel (left), Vice President of Ahrens Publications, and Conrad N. 
Hilton, President, Hilton Hotels Corporation. 


AHRENS PUBLICATIONS 


Publishers of HOTEL MANAGEMENT 


71 Vanderbilt Ave., New York 17, N. Y. — 333 N. Michigan Ave., Chicago 1, Ill. 
805 C & S National Bank Bldg., Atlanta 3, Ga.; Blanchard-Nichols, 448 So. Hill St., Los Angeles 13, Calif.; Blanchard- 


RESTAURANT MANAGEMENT 


Nichols, Russ Building, Suite 2020, San Francisco 4, Calif. 


NEW YORK 


CHICAGO — 


— HOTEL WORLD-REVIEW 


Representatives: Blanchard-Nichols-Osborn, 


hee entire Ahrens staff is proud of HOTEL MANAGEMENT's record of editorial 


achievement over the past 25 years. But more so than ever this year. 


First, because INDUSTRIAL MARKETING's 10th Annual Competition was open to 
more than 2,000 business papers. Second, because no limit was placed on the num- 
ber of entries—there were 665 altogether. Third—and perhaps most important— 
because the awards were based solely on editorial merit wn service to readers. 


Managing Editor Walter O. Voegele covered 9,000 miles to bring readers the inside 
story of Conrad N. Hilton and his hotels. He spent three months in writing, check- 
ing and editing the text and tables and in captioning the charts and photographs. 


Yes, we are proud of this First Prize Award. And we are happy to share it with 
Mr. Hilton and his highly successful organization. 


ABP — ABC 


TRAVEL AMERICA HOTEL GUIDE 


ATLANTA — LOS ANGELES — SAN FRANCISCO 
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Sporting News 


ALL 


NATIONAL 


advertising gain during the 
first nine months 1947 


percentage 


PERCENTAGE GAINS AND LOSSES AMONG NATIONAL WEEKLIES 
First Nine Months — 1947 vs. 1946 
i (Based upon linage totals published in Printers’ Ink for October 10th) 


The Sporting News. . .21.7% American Weekly .... 3.9% Loss 
21.1 New York Times Mag. 3.6 Loss 
Saturday Eve. Post... .13.5 ene 1.0 The Saturday Review. Loss 
a's 9.1 0.5 New Republic ....... Loss 
; Scholastic Magazine... 5.4 Business Week ...... Loss Young America ...... Loss 
5.3 Newsweek ........... Loss Loss 

New Yorker .. 3.9 United States News... Loss Financial World Loss 


This year many more advertisers 
|! of man-appeal products have dis- 
covered the high buying power 
of the market covered by THE 
SPORTING NEWS, the national 
weekly devoted exclusively to 
news of sports. 


tisers alone who are responsible 
for the record advertising gain 
of THE SPORTING NEWS-~—since 
this publication declines all 
mail-order advertising and all 
other advertising not directed 
specifically to the male market. 


| To these advertisers—the elite 
among manufacturers of ciga- 
rettes, tobaccos, beverages, 
motor cars and the like—THE 
SPORTING NEWS extends its 
thanks. For it is these adver- 


You, too, can profit by following 
‘the trend toward THE SPORT- 
ING NEWS—the national base- 
ball weekly that is read by 580,- 
000 men in the age group that 
buys most liberally. 


Che Sporting News 


New York St. Louis 


Chicago 


The item in Private Lines in 
AA’s Sept. 22 issue, reporting that 
Coca-Cola and Standard Oil of In- 
diana had completed an exclusive 
arrangement for sales at SO serv- 
ice stations, apparently was the 
result of wishful thinking on the 


part of someone. Attempts to 
make such a deal have been made, 
but Standard Oil refused 
flatly to have anything to do with 
it. In the meantime, a bottling 
paper picked up AA’s item with- 
out checking, thus confusing the 
situation further. 
* * 


Pennsylvania’s liquor monopoly 
system has a “cats and dogs” in- 
ventory, representing a cost of 
$6,000,000 to the liquor control 
board, which is to be put on spe- 
cial sale in an effort to move it 
from store shelves. 

Under the usual markup and 
tax system in effect, the stock of 
unknown brands represents about 
$13,000,000 in retail value. All 
merchandise except wine is 
marked up 48% and then a 10% 
sales tax is added. Wine is marked 
up 43%. 

The state doesn’t expect to lose 
a cent on the goods, according to 
Frederick T. Gelder, board chair- 
man. The _ system handled a 
$218,000,000 volume last year, so 
it doesn’t consider the “cats and 
dogs” item excessive. It set up 
a $5,000,000 reserve during the 
lush war years to protect it 
against possible loss, but expects 
the “leftovers” to sell at more 


than cost. 
* * * 


Are cough drops candy or pat- 
ent medicines? 

Connecticut Atty. Gen. William 
L. Hadden will soon be asked by 


the state Food and Drugs Com- 
mission to decide that question. 
If cough drops are considered pat- 
ent medicines, the commissioner 
will charge wholesalers handling 
the product an annual $50 license 
fee. The Connecticut Pharmacy 
Commission then will decide 
whether news and cigar stands 
and other cough drop retailers 
should pay a retail license fee. 
* 


Lever Brothers Company is 
busy denying reports that its new 
“Solium” in Rinso soap powder 
(AA, Oct. 20) is the same as the 
whitening ingredient in Procter & 
Gamble Company’s Tide soap 
powder. Lever points out that it 
spent $1,500,000 to develop Solium, 
and has applied for a patent on it. 

* * * 


Inflation note: When Henry J. 
Kaiser introduced his dishwasher 
last summer (AA, July 7), the 
starting price was $129.50. The 
current starting price for the four 
models is $139.50. 


* * 


Despite all the rough going 
which the nation’s airlines have 
had, economically, this year, the 
largest of them—American Air- 
lines—continues to advertise on a 
$1,500,000-a-year basis, nearly all 
of which is ‘“commissionable,” 
through Ruthrauff & Ryan. 


Falkenburg Moves 


Lawrence Falkenburg, formerly 
advertising manager of Lightolier 
Company and more recently editor 
and publisher of Disc, the Record 
Magazine, has joined Krieger Pub- 
lications, New York, as promotion 
manager for its three publications, 
Illumination, Lighting & Lamps 
and Prefabricated Homes. 
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states), the Cooperative Medical 


income” merchandise! 


ALABAMA, Journal of Med. 


A Single Ring Calls 
73.41 Per Cent of the 
Doctors in 41 States 


LIKE A GENERAL RING on a party line, your advertising mes- 
sage in the State Medical Journals Group can command the atten- 
tion of all subscribers with a single effort. 


Through the nationwide hookup of 33 State Journals (serving 41 
to “spot” your campaign according to your sales territory, and cash 
in on the strong local influence of these official journals 
with just ONE contract, ONE copy job, ONE set of original plates 
(per insertion), and ONE monthly statement. 


A mighty lucrative market—for medical products, and for “upper 
Full details on request. 


COOPERATIVE MEDICAL 
ADVERTISING BUREAU 


American Medical Association 
535 N. Dearborn Street, Chicago 10, Illinois 
Med. Soc., 


Advertising Bureau enables you 


of the 


Journal NORTHWEST MEDICINE 


Assn. 
ARIZONA Medicine 
ARKANSAS Med. 
Journal of 
CONNECTICUT State Med. 
Journal 
DELAWARE Med. Journal 
DISTRICT OF COLUMBIA 
Med. Annals of 
FLORIDA Med. Assn., 
nal of 
GEORGIA, Journal of Med. 
Assn. of 


HAWAII! Med. Journal 

INDIANA State Med. Assn., 
Journal of 

State Med. Soc., Jour- 
nal of 


Jour- 


*Average percentage of 


Society, 


KANSAS 
of 


KENTUCKY Med. Journal 
MAINE Med. Assn., Journal 


of the 
MICHIGAN State Med. Soc., 


Journal o 
MINNESOTA Medicine 
MISSOURI State Med. Assn., 


Journal of 
NEBRASKA State Med. 
Journal 
NEW ENGLAND Journal of 
Med. (Mass.. New Hamp.) 
NEW JERSEY, Journal of 
Med. Soc. of 
NEW ORLEANS Med. 
Surgical Journal 
NORTH CAROLINA Med. 
Journal 


and 


doctors receiving State Journals 


al 
WISCONSIN 


(Oregon, Washington, Idah 
& Alaska) 
OHIO State Med. Journal 


OKLAHOMA State Med 
Assn., Journal of 
PENNSYLVANIA Med. 


Jour 
nal 
ROCKY MOUNTAIN Med 
Journal (Colo., Utah, Wyo. 
New Mexico) 
SOUTH CAROLINA Med 
Assn., Journal of 
TENNESSEE State Med 
Assn., Journal o 
TEXAS State Journal o 


Med. 
VIRGINIA Med. Month! 
WEST VIRGINIA ined 


Journ 
Med. Journal 
in states served. 
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2. Such representatives are Weed and 
Company. That’s why Veterans Broad- 
casting Company, Inc. has appointed 
Weed men to represent Rochester’s new 
live-wire, up-and-at-’em station — WVET 
—5000 watts, MBC, 1280 on your dial! 


1. There are lots of time-saving, 
dollar-making, budget-shaving ser- 
vices a national sales rep can per- 
form at no extra cost to you. 


But you get that kind of service only 
from reps who are trained to use 
their eyes and ears... reps 100% 
eager and willing to do an inten- 
sive, imaginative job for you. 


3. WVET stubbornly believes you 
are entitled to programming, talent 
and service custom-tailored to fit 
your individual needs... 


. . . has made a special arrange- 
ment with Weed and Company to 
see that you get ALL-OUT SERVICE 
based on your product, your prob- 
lems, your markets, your compe- 
tition. 


NEW SALES-MAKING, BUDGET-SAVING 
SERVICE NOW AVAILABLE 


ADVERTISERS AND THEIR TIMEBUYERS 
-through WEED COMPANY and WVET! 


4. If extra brainwork will put you ahead of competition, your Weed 
man will work his noggin overtime to help put you in the money. 
If extra effort and legwork 
will save you time and head- 
aches, and boost sales, your 
Weed man will make that ef- 
fort. Because that’s the way 
we do things on WVET. The 
ONLY way! 


5. If it's hard-selling spots you want—jackpot returns on a limited 
budget—WVET's Complete Advertising and Merchandising Service- 
of-the-Air—or specialized help with local distribution problems, 
send for your nearest Weed man PDQ. Or write Weed and 
Company, 350 Madison Avenue, New York 17, New York. 


ROCHESTER’S MUTUAL STATION 


5000 WATTS: 1280 KC 


VETERANS BROADCASTING COMPANY, INC., 204 GRANITE BUILDING, ROCHESTER 4, NEW YORK 
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‘McDonnell 


Advertising House, New York, 
has appointed Peter J. McDonnell 


When you need a BIRTH LIST 


Remember 


WILLIAM F. RUPERT 


Compiler of national birth lists 
EXCLUSIVELY for the past fifty years. 


90 Fifth Ave., New York 11—CH 2-3757 


vision. Mr. McDonnell was for-| 
merly with Abbott Kimball Com- 
‘pany, American Airlines 


| Kelly, Nason, Inc. 


MON Roz 7080 


NEW YORK 


“OFFICES IN PITTSBURGH AND 


‘travel, 


Travel Officials 


Open Membership 


to head a new public relations di- | 


to Other Groups 


Cuicaco — The way has been | 


| appointed to represent NATO on 
,the new U. S. Travel Bureau set 
up by Interior Secretary J. A. 
Krug. 

| The association will continue its 
efforts to gain labor and business 
support of vacations in all months 


opened for representatives of air | of the year. 


automobile associations, 
the bus industry, hotels, the pe- 
troleum industry, railroads, travel 
agents and publishers to affiliate 
with the National Association of 
Travel Officials. 

The association, at its seventh 
annual meeting at the Drake Hotel 
here, revised its constitution to 
permit the entire travel industry 


to join the group, whose present @ 


members have included chiefly 

state and regional resort repre- 

sentatives and travel editors. 
Everett Greaton, executive sec- 


|retary, Maine Development Com- 


mission, Augusta, was elected 


president of NATO. Mr. Greaton, | 


with Don Thomas of the All-Year 
Club of Southern California ard 
J. H. Walker of Pennsylvania’s 


‘Forbes’ Fetes Leaders 
at Anniversary Dinner 


Governor Thomas E. Dewey of 
New York will address more than 
/1,000 business executives at 
| Forbes’ 30th anniversary banquet 
|at the Waldorf-Astoria, Nov. 5. 
The gathering will honor the men 
selected in a nationwide survey 
s “Today’s 50 Foremost Business 
Leaders.” 

These 50 will be presented with 
individual citations by Publisher 
B. C. Forbes who, 30 years ago, 
conducted a similar poll and pub- 
lished a book called ‘““Men Who 
|Are Making America,” embody- 
ing their life stories. Thomas E. 
Wilson, Chicago packer, only 
living member of the original 50, 
will attend the banquet as a spe- 


|Department of Commerce, cial honor guest. 
==>) soup cincinnatt |= 
— READS THE 


ii 


CINCINNATI! ENQUIRER 


‘‘ Whenever there’s a space-buyer aboard ... that flashes on 
instead of ‘Please fasten your seat belt’”’ 


POINTS OF INTEREST — TO SPACE BL 


® The Cincinnati Enquirer has the | 


lation gain of any Cincinnati newspaper .. . 


the last year, and in the last ten yea 


YERS 


argest circu- 
in 
rs. 


® The Cincinnati Enquirer carries more advertising 
linage than any other Cincinnati newspaper. 
® The Cincinnati Enquirer has the lowest milline 


rate in Cincinnati. 


Represented by Moloney, Regan and 


Schmitt, 


Inc. 


Colonial Sues 
Rival Airline 
on Phrase Theft 


NEw YorK —Colonial Airlines 
last week filed suit to prevent the 
use by Resort Airlines, Pinehurst, 
N. C., of the words “Skycruisers” 
and “Skycruises,”’ and asked that 
independent operator be re- 
quired to account for and pay to 
Colonial any profits realized from 
the use of the two descriptive 
terms. 

The suit, filed in New York’s 
supreme court, said Colonial had 
used the terms since 1940. Colonia] 
asks that Resort Airlines pay 
court costs and damages. 

Colonial says that it has spent 
a great deal of money in trying 
to establish the two terms by ad- 
vertising, pamphlets and posters, 
and alleges that Resort’s use of 
them was calculated to destroy or 
impair their distinctiveness and 
value. 

It asks the court to compel Re- 
sort to destroy all schedules, ads, 
cuts and other material containing 
the words “Skycruisers” or “Sky- 
cruises.” 


Offers ‘Packaged’ Trips 


Resort Airlines sells “packaged” 
air trips, including the cost of 
hotel rooms, sightseeing and other 
details in the price. It began op- 
/eration in September, 1945, and is 
headed by L. C. Burwell Jr. 
| Resort was also scheduled last 
week for a hearing before the 
Civil Aeronautics Board, in which 
the airline requested permanent 
certification to fly its tours, a 
| spokesman told AA. Also pending 
‘is a temporary exemption peti- 
|tion, similar to the one granted 
| by CAB this summer, when the 
‘line flew eight cruises. 

Colonial told AA it contends the 
|terms “Skycruiser” and “Sky- 
|cruise” belong to it because of 
|prior use and expenditure. There 
‘is no question of trademark or 
|patent infringement; neither of 
| the terms is registered. 
| It was thought likely that Resort 
will contend the terms are merely 
| descriptive phrases, and are in 
the public domain. 


Foutz Adds Pardee-Cash 
Accounts, Personnel 

| David L. Foutz, who has oper- 


ated the Dave Foutz Advertising 


| Agency for the past five and a 
half years, has become president 
‘and controlling stockholder of 
Dave Foutz Advertising, Inc., 6912 
| Hollywood Blvd., Hollywood, Cal. 
'formerly headquarters of Pardee- 
Cash Associates. Walter Cash, 0 
|the former Pardee-Cash agency 
joined Mr. Foutz as _ chie! 
|copywriter; Jimmy Fritz, vice- 
/president, has been placed in 
_charge of new business, and Vanya 
/Carlson is account executive. 

| Pardee-Cash accounts now 
/handled by Foutz are Lasser Mfg 
Company, Manito Desert Homes 
Wilshire Mfg. Company. and Ti 
Top Tunes, Inc. 


Salisbury Will Edit 


‘Sales Management’ 


| Philip Salisbury has been aj: 


pointed editor of Sales Manage: 
| ment, New York, succeeding Ray- 
mond Bill, who continues as pres! 
_dent and publisher. 


Mr. Salisbury has been wil! 


SM for 25 of its 29 years—as east 


adver 
and then as ex 


ern advertising manager, 
tising director, 
ecutive editor. 


N.C. Radio Men Elect | 
| Harold Essex, of Station WSJ5 
| Winston-Salem, has been electeé 
|president of the North Carolib 
Association of Broadcasters, suc 
|ceeding J. Frank Jarman, 

-WDNC, Durham. Other officer 
‘are Robert Wallace, wor 
| Shelby, vice-president; Jam 

|/Campbell, WKNS, Kinston, 
tary-treasurer, and Allen Wann@ 


|maker, WGTM, Wilson, executi q 


| committeeman. 
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TOP THE LIST 
RADIO LINAGE 


"AND TOTAL LINAGE TOO 


© ADVERTISING AGE 


259,798 
LINES 


n radio advertising, as in other principal classifications, Advertising Age is the 


established leader. In 1946, as usual, it carried more radio advertising linage 
than any other general advertising publication, leading its nearest contemporary 


by a margin of 13%. Radio stations, networks, representatives and services 


ve 
S$. 


¥ 


RADIO ADVERTISERS IN 
ADVERTISING AGE, 1946 


Air Features, Inc. 

American Broadcasting Co. 

*Avery-Knodel, Inc. 

John Blair & Co. 

Don Lee Network, Hollywood, Calif. 

Free & Peters, Inc. 

*Lester Hopper 

McClatchy Broadcasting Co. 

Michigan Radio Network 

Mutual Broadcasting System 

N.B.C. Television—WNBT 

National Broadcasting Co. (N.Y.C.) 

National Broadcasting Co. (West 
Div.) S.F. 

North Central Broadcasting System 

*Oregon-Washington Radio Group 

Edward Petry & Co., Inc. 

Texas Rangers Library 

*Universal Recording Corp. 

Westinghouse Radio Stations 

Wright-Sonovox, Inc. 

Yankee Network 

Frederic W. Ziv Co. 

*CKLW, Detroit, Mich. 

KABC, San Antonio, Texas 

KCMO, Kansas City, Mo. 

KDYL, Salt Lake City, Utah 

KFH, Wichita, Kansas 

KFI, Los Angeles, Calif. 

KMBC, Kansas City, Mo. 

KQW, San Francisco, Calif. 

KQV, Pittsburgh, Pa. 

KRNT, Des Moines, lowa 

*KSD, St. Louis, Mo. 

KSDJ, San Diego, Calif. 

KSTP, Minneapolis, Minn. 

*KTUL, Tulsa, Okla. 

KVI, Seattle, Wash. 

KVOO, Tulsa, Okla. 

WAAT, Newark, N. J. 

WABC (WCBS), New York City 

WAVE, Louisville, Ky. 

WBEN, Buffalo, N. Y. 

WBBM, Chicago, Ill. 

WBNS, Columbus, Ohio 

WCLO, Janesville, Wis. 

WCOP, Boston, Mass. 

WDAY, Fargo, N. D. 

WDNC, Durham, N. C. 

WNBC (WEAF), New York City 

*WEFBR, Baltimore, Md. 

WFLA, Tampa, Florida 

*WEFDF, Flint, Mich. 

WGAR, Cleveland, Ohio 

WGBI, Scranton, Pa. 

WGR, Buffalo, N. Y. 

WHB, Kansas City, Mo. 

WHDH, Boston, Mass. 

WHK, Cleveland, Ohio 

WIBC, Indianapolis, Indiana 


and a e WIBW, Topeka, Kansas 
side placed more advertising linage in Advertising Age in 1946 than any other pub- WING, Dayton, Ohio 
a WJHP, Jacksonville, Florida 
6 . . . Detroit, Mich 
dy Cal lication in the general advertising field ever has carried. “WIW, Cleveland, Ohio 
WLS, Chicago 
agency *WKBB, Dubuque, lowa 
ade *WKBW, Buffalo, N. Y. 
WKRC, Cincinnati, Ohio 
— LOGICALLY THE LEADER! otishoma city, 
Vanya — WKZO-WJEF, Kalamazoo, Mich. 
s now dvertisin The leadership in advertising linage in all major classifications 
er Mfg RATIONAL SPAPER which Advertising Age has enjoyed for many years has re- Pease 
Home s sulted from its basic, essential service to its readers. Since WMCA. New York City 
Ip 
nd Tif 1930 Advertising Age has reported the news of advertising, 3 WNAX, Sioux City, lowa 
marketing and merchandising completely, promptly and ac- : WOW, Omaha, Nebraska 
curately. Every Monday morning all over America, top WRNL, Richmond, Virginia 
. agency and advertiser executives turn to Advertising Age WROL, Knoxville, Tenn. 
for news of developments vitally affecting their business. ©. 
More than twenty reader-preference surveys in recent years 
ng Ray : hove proved that Advertising Age is their favorite publication : WSBT, eth ene ind. 
a peel = in tie field. These with space, time or services for sale have : WSGN, Birmingham, Ala. 
a = S S logically recognized Advertising Age as “The World’s Number : WSIX, Nashville, Tenn. 
n wa Peed = Sa One Promotion Medium for Advertising Media and Services.” : WSJS, Winston-Salem, N. C. 
= = WTAM, Cleveland, Ohio 
: WTAG, Worcester, Mass. 
=  *WTCN, Minneapolis, Minn. 
: wis WWL, New Orleans, La. 
Caroll 
THE NATIONAL NEWSPAPER OF MARKETING 
office 
WOHS 100 E. OHIO ST., CHICAGO 11 +« 330 W. 42ND ST., NEW YORK 18 : 
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Wilkinson Introduces 
$12 Dry Shaver 


The Wilkinson Sword Sales 
Corporation, New York, used the 
Nov. 1 issue of the New York 
Times Magazine to introduce to 
this country from England, where 
it is manufactured, the Wilkinson 
Dry Shaver. 

Advertising, which is expected 
to utilize additional publications 
later, is centered around the 
theme, “No water — no soap — no 


electricity —rock it firmly back 


and forth for a dry shave!” The 
razor will retail for $12. Reiss 
Advertising, New York, is the 
agency. 


IF alk Names Welch 


Harry J. Welch, recently adver- | 
tising manager of Milwaukee | 
Electric Tool Company, has been | 
appointed advertising manager of | 
the Falk Corporation, Milwaukee. 
He succeeds Charles A. Petri, re- 


signed. 


An electric display that's entirely new .. . 
WITH ACTION — yet economically priced | 


MULTI-COLOR 
MOVING LITE. 


Electric 


It's the sensation of the age. 


no moving parts . . . yet gives animated, scintillating motion. 
it will revolutionize the electric display industry. 


by U. S. and foreign patents. 
Write now for 


an 


Display 


Fully protected 


full particulars. 


OHIO 
Advertising 
Display Co. 


Ohio Building, Pearl Street 
Cincinnati 2, Ohio 


Seeks New 


ences. Salary in $10,000 


Experienced Promotion Manager 


A versatile copy writer and idea man who has had 
sound experience in serving national advertisers and 
publishers desires position in Chicago, with adver- 
tiser, agency or publisher. Ability is all around and 
includes knowledge of graphic arts processes and 
art. Has a good record. 


Box 6862, ADVERTISING AGE 
100 E. Ohio Street, 


Connection 


Can provide best refer- 
bracket. 


Chicago 11, Illinois 


Space Salesman 
wanted for 
—New England 


Real opportunity with established 
trade publication for experienced 
space salesman who must be: : 
|. Well acquainted with agencies 
and industrial advertisers in New 
England area. 

2. Free to cover territory regularly 
and a resident of Boston or 
vicinity. 

3. Ambitious — one whose goal is 
not less than $10,000. 

Salary against liberal 

Send complete details, 

photo, to 


Box 6855, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


commission. 
including 


NEED A WRITER? 


& yrs. diversified advertising experience. 
5 yrs. university education. 4 yrs. Naval 
aviator. Age 32. Now in supervisory po- 
sition, leading national advertiser. 
Seek connection with established, 
agency. Able writer. Available 
rite me now. 
Box 6857, ADVERTISING AGE 
100 E. Ohio Street, Chicago !1, Illinois 


rowing 
anuary. 


SALES, MERCHANDISING, 
ADVERTISING EXECUTIVE 
AVAILABLE 


20 years of ‘‘know-how"’ experience will 
be available to a leading manufacturer or 
advertising agency in Chicago. Presently 
employed out of town as assistant sales, 
advertising and promotion Manager. Pres- 
ent position with a leading manufacturer 
in the radio and appliance industry is 
satisfactory but conditions beyond con- 
trol must necessitate returning to Chicago. 
Have been responsible for advertising 
and merchandising campaigns in excess 
of twenty million dollars yearly and have 
successfully sold highly competitive lines 
through good times and bad. Can handle 
top-flight position with manufacturer or 
advertising agency in sales promotion, ad- 
vertising, sales or as agency account ex- 
ecutive. Capable of organizing a com- 
plete program through all stages from 
beginning to completion. Only 39 years 
of age . married, 3 children. Can 
furnish finest recommendations, including 
present employer. Income has been five 
figures. Available immediately. 


Box 6861, ADVERTISING AGE 
100 E. Ohio St., Chicago I!, Ill. 


MAILING LIST 
40,000 Highest Income Farmers 


. . . doing constant repeat business with 
us—the oldest breeders’ and farm supply 
concern. List cleaned four times a year. 
To reach the top in this market you need 
our list. We do your addressing—$16.50 
per M. Prompt service. Write Box 6858, 
ADVERTISING AGE, 330 W. 42nd St., 
New York 18, N. Y. 


OUTDOOR SPACE 
SALESMAN 


wanted to sell 
Billboard Space on Trucks 
CHICAGO, MINNEAPOLIS 


DETROIT 
Prefer wide acquaintance with local Out- 
door Advertisers. 
DEARBORN 8276 CHICAGO 


| Recognized Personnel Service. 


SALES PROMOTION 


HELP WANTED 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 
Here’s an opportunity for a seasoned 
advertising man 30 to 40 years old 
in a 15 man fully recognized agency 
outside of Chicago. Must be a ca- 
pable writer, planner, thinker; will- 
ing to work on variety of accounts 
and do some contacting. Experience 
in home appliances, musical instru- 
ments and farm equipment useful. 
Should have thorough knowledge of 
mechanics of advertising, and en- 
joy working on literature and sales 
helps as well as publication ads. 
No floaters. Write in detail giving 

salary desired. 
Box 9210, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 


RATES: 60c per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 


Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 
OPPORTUNITY FOR 
EXPERIENCED SECRETARY 
Chicago sales office of an important 
magazine publisher has opening for 
unusual secretary. Will handle 
Manager’s personal work and in ad- | 
dition operate as Office Manager. | 
Office pleasantly and conveniently 
located on Michigan Avenue. Very 
little overtime required. Personality 
and all-around ability important. 


Advertising experience essential. 
Compensation adequate and good fu- 
ture, opportunity. Apply by letter 


giving full information as to age, 
experience, etc. 
Box 9221, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & 
p- 
perating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. 
SHAY AGENCIES 
30 W. Washington St., Chicago 3 


ADVERTISING MAN 
Minneapolis manufacturer of outdoor 
machinery wishes to employ a young 
man aged 25 to 33 years as Sales 
Promotion and Advertising Manager. 


The qualifications are a unique cre- 
ative mind with a flare for the un- 
orthodox, plus three to five years 


experience in either agency or in- 
dustrial work. 
Starting salary is $4,000 with an 


excellent opportunity for advance- 

ment in a medium-sized up and com- 

ing company. Veteran preferred. 
Box 9237, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


OPPORTUNITY IN THE SOUTH 
Editor with engineering background 
and trade paper experience for lead- 
ing southern publication in indus- 
trial field. Must be rapid, prolific 
writer, know editorial makeup, and 
able and willing to sell an ad when 
the occasion arises. Write giving 
age, salary expected, experience and 
references. 

Box 9226, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Circulation Manager for leading 
trade publication in its field. Must 
be man of seasoned experience and 
proven ability. Top salary for right 
person. Ideal living conditions in 
progressive community of 200,000 
located in southwest. This repre- 
sents rare opportunity in publishing 


field. Send full biographical data, 
including detail on experience, five 
references, and small photograph. 


teply to: 
Box 9225, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING COPYWRITER. 
If you are experienced in turning 
out good consumer copy—principally 
newspaper and direct mail—you may 
be the man to take advantage of 
this opportunity. Position is per- 
manent, offers chance for advance- 
ment, with well established business 
in northern Ohio. Give age, educa- 
tion, experience, salary requirements. 
Box 9227, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


by national monthly publication 
having $400 page rate and cxcellent 
market. Liberal drawing account 
against commission. Positions open 
New York and Chicago. 
Box 9230, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


| major, 


Advertising Space Salesman wanted | 


25 letters and spaces per line; light body face 34 per line. Box numbers add two lines. Copy deadline 
Thursday noon, 11. days preceding publication date. Display classified advertisements take card rate of $10 


per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display 
| 


HELP WANTED 
SPACE SALESMAN 
Opportunity with live publishing 
house for a space salesman to cover 
eastern territory for well established 
and accepted farm and poultry pub- 
lications. Farm background and some 
editorial ability desirable, but not 
essential. Liberal commission, with 
guarantee. Write fully, stating 
background, experience, education 
and give names of previous employ- 
ers. Address: 
30x 9224, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 
ADVERTISING-SALES PROMOTION 
thoroughly experienced all phases 
copy, media, research, budgets, 
dealer promotion, point-of-sale ma- 
terial. Efficient worker, good ad- 
ministrator, able get along with 
people. Past record will stand thor- 
ough investigation. College gradu- 
ate, married, family. Available on 
short notice. 

Box 9222, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
YOUNG MAN—24, Missouri grad. ad 
wants copy, layout, produc- 
tion work. I’m single, a vet, with 
newspaper experience. 

Box 9223, ADVERTISING AGE 

100 KE. Ohio St., Chicago 11, Tl. 
YOUNG WOMAN WRITER 
Wishes position in Chicago as copy- | 
writer for agency or asst. to adv. | 
mgr. or editor. Single, dependable. | 
3 years exp. Home phone Bit. 2810. | 


| 
SPACE HUCKSTER long trade paper | 
exp.; widely known Ohio area indus- 
try, agencies; has car; office. Recog- 
nized papers only. Terms: salary, 
commission. Box 270, Medina, Ohio. 


Public Relations Man who under- 
stands the story management should 
be telling its market, stockholders 
and employes—and who can tell it 
effectively. $7,500. 
Box 9229, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
RADIO DIRECTOR 
desires position with progressive ad- 


vertising agency: Experienced dra- | 
matic, musical and all-around pro- | 
ducer. 15 years with top) 
networks. Produced many name 
shows. Excellent radio copywriter. 
Creative ideas for new programs & 
spot announcements. Age 


Box 9228, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


Photographers Representative, con- 
trols substantial volume of commer- 
cial work: principally fashion, de- 
sires connection with progressive 
studio doing high grade work. 

Box 9231, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
MARKET-SALES ANALYST 
Now head dept. large mdse. firm. 
Also direct-mail advg. exp. Age 34. 
Box 9232, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PLAN — COPY — CONTACT 
This young agency man takes con- 
sumer, dealer, jobber advertising 
skill—plus broad sales-promotion 
and merchandising experience—to 
his next connection soon! A 
live-wire service agency or company 
ad department can use this creative 
talent profitably. If you want inte- 
grated campaign thinking and exe- 
eution, he’ll take off his coat and 
earn $5500. 

Box 9234, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I[Il. 


Space Salesman—Unusual sales rec- 
ord °46 ’47 managing two out- 
standing trade papers. Present setup 
limits scope. Desire change where 
hard effort results are appreciated. 
Familiar industrial & consumer 
fields. Over 12 years sales promo- 
tional background. Ability discuss 
advertising conjunction merchandis- 
ing sales with top management. 
Thirties-married-college. 
Box 9238, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


AGENCY COPYWRITER, EDITOR, 
ADVERTISING MANAGER 
Layout & prod. exper. Young woman 
seeks position in or near loop. } 
Box 9236, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
REPRESENTATIVES AVAILABLE | 
PUBLISHERS REPRESENTATIVE | 
Good developer and producer, wants | 
trade, industrial or business publica- | 
tion in Chicago territory on commis- 
sion basis. Able to develop and pro- 
duce from second line prospects. 
Box 9235, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Full-Color Copy 
Pushes Washburn 
Peas and Beans 


(Picture on Page 79) 

Moscow, Ipa.— The Washburn 
Wilson Seed Company, producer 
and distributor of dried peas and 
beans, will use full-color copy in 
Good Housekeeping and Ladies’ 
Home Journal in alternate months 
through next spring to promote 
the two products. 

The campaign, the company be- 
lieves, is the first to use color ad- 
vertising nationally for these prod- 
ucts. Initial copy in the drive fea- 
tures illustrated, how-to-do-it 
suggestions for making split pea 
soup and baked beans. Recipes 
and complete cooking instructions 
are included. 

Supplementing the consumer 
ads, two-color copy is to appear 
in Chain Store Age, Food Topics, 
National Grocers Bulletin, Pro- 
gressive Grocer and Supermarket 
Merchandising. Broadsides being 
distributed to wholesalers, direct- 
buying retailers and brokers de- 
scribe the consumer promotion 
and offer store display material, 
including posters, recipes and 
recipe dispensers. 

J. Walter Thompson Company, 
Seattle, is the agency. 


WANTED 
ADVERTISING 
SALESMAN 


One of the best-known Sales Promotion 
and Sales Presentation organizations in 
the Middle West has an opening for a 
man who is worthy of a five-figure an- 
nual income, altho he may not be in that 
income bracket as yet. 


We believe this man should be in the 
28-35 years old bracket, but are not clos- 
ing the door on anyone younger, or older. 
Naturally, he must make a nice appear- 
ance and have a pleasing personality. 


The man we want must be an idea man, 
capable of visualizing a prospect's prod- 
uct in terms of Sales Promotion material 
and Sales Presentations. 


He must be able to contact leading na- 
tional advertisers and secure from them 
substantial orders. We have several in- 
stant appeal non-competitive services. We 
are serving many of the country's leading 
national advertisers now—have been do- 
ing it for many years. 


We will train you in our own successful 
technique. If you have the natural quali- 
fications, do not hesitate to reply because 
your experience may be short. 


This man will be backed by an organi- 
zation that is unequalled in service and 
quality product to its clients — our cus- 
tomers tell us so. 


The man we want may now be a junior 
account executive with an agency, or he 
may not have had any agency experience 
at all but he must have an_ inherent 
ability to serve and sell big clients, in 
a big way. 


To such a man we offer an opportunity 
that we sincerely believe is ‘'once in a 
lifetime." 

If you believe you are that man, write 


us FULLY why you think you are that 
man. 


Our organization knows of this ad. 


Write Box 6860, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


Hauk Joins Chartmakers 
Charles J. Hauk Jr. has joined 


|Chartmakers, Inc., New York, 
|presentations, in an executive 
|capacity. Since 1927, Mr. Hauk 


|has held many marketing consult- 


Americana Ups Sutliff 


The Americana Corporation, New 
York, publisher of the “Encyclo- 
paedia Americana,” has promoted 
Vincent E. Sutliff from general 
sales manager and vice-president 


| ant and promotion positions, 
among them presentation man- 
|ager of the Bureau of Advertising 


American Newspaper Advertising 
Network. 


‘Names Rosemary Seal 


| Rosemary Seal, formerly San 
Francisco news editor of the Cali- 
fornia Stylist and The Californian, 
|has been named publicity director 
|of the Western Merchandise Mart, 


|San Francisco. 


to president and treasurer. Mr. 
Sutliff joined the Americana sales 


ABLE ART DIRECTOR | 


For Smaller Agencies 


Art Director 20 yrs. experience in top 
agency, handling large national ac- 
counts, offers services to severe! 
smaller firms, creating and directing 
Knows photography, type and en- 
raving. Familiar with Chicago and 
astern artists. Chicago area only. 


lorganization in 1930, left it in 


/and presentation consultant to the | 1933, returned in 1939 as eastern | 


|sales manager. 


| To Gerth-Pacific 


Lenkurt Electric Company, San 
Carlos, Cal., manufacturer of elec- 
trical carrier equipment for com- 
munication systems, has retained 
Gerth-Pacific Advertising Agency, 
San Francisco, to direct its adver- 
'tising and public relations. 


Box 6859, ADVERTISING AGE 
00 E. Ohio St., Chicago II, Illinos 


| LAY-OUT ARTIST 


for company operating advertising 4¢ 
artment. Training required. Good stat 


ing salary. Excellent opportunity '* 
advertising, promotional and sales 4¢ 
partment. Reply to: 


MR. SEYMOUR 
ILLINOIS BAKING CORPORATION 


2230 S$. Union Avenue, Chicago, '!l. 


Orlee 
Hr 


7 


! 
Atlente 4 
(fares plus 


SERVIC 
Air Lin 
number 
aimed a 


Delt 
to A 
to Px 


ATLA? 
mates tl 
tional si 
rent sc 
passenge 
a year. 

Busin 
well, he 
sees no 
any phe 
traffic i: 
order to 
per fligt 
paign s 
many 
as possil 

As a 
newspap 
ettes of 
things a: 
clocks, x 
will be 1 
riders o 
travel. 

Some 
series, \ 
The eye 
nursing | 
example 
reads: ‘ 
and the 
bottle a 
without 
Steward 
aloft. B 

In like 
will boo 
dren up 
duce the 
night . 
business 
schedule: 

Burke 
Montclai 
count. 


Plans 


Frankt 
tion, Ne 
Christma 
Decembe 
Stressing 
the “Giv 
theme, tl 
color ps 
Magazine 
and 
every 
Owen & 
the agen: 


Promo} 


Ss. R. 
Diego, w 
Sherwin- 
fas launs 
Support ¢ 
Service a 
he Fraz 
% local 
Mail, rad 
ng. Bar 
lego, is 


Expany 

Olmste 
Nas expa 
les into 
Media an 
Bredvc 
nea 
lit 
Pointed | 


if 

= 
= 
O er 

wer T pray 

| 

| 

| 

| | 


notion 
ns in 
for a 
e an- 
n that 


in the 
t clos- 
older. 


ppear- 
ity. 


man, 
prod- 
aterial 


na- 

them 
ral in- 
os. We 
eading 
do- 


-cessful 
quali- 
yecause 


organi- 
ce and 
ur 


junior 
or he 
erience 
nherent 
pnts, in 


ortunity 
in a 


», write 
re that 


sing 
yod start 
snity in 
ales de 


ATION 


age, 


frequency 


17 Delta flights daily from Cincinnati 
Including Luxurious Delte DC-4’s 
ot no extra fore 


Phone 3-0627 
Ticket Office: Woshington-Youree Hotel 


SERVICE DOES IT—One of 20 Delta 
Air Lines’ newspaper ads plugs the 
number of flights daily. The series is 
aimed at travelers now using airplanes 
infrequently, if at all. 


Delta Drive Seeks 
to Add Names 


to Passenger List 


ATLANTA—Delta Air Lines esti- 
mates that if it can sell two addi- 
tional seats per flight on its cur- 
rent schedules, it can increase 
passenger revenues by $1,000,000 
a year. 

Business travel is holding up 
well, however, and the company 
sees no immediate prospect for 
any phenomenal increase. Florida 
traffic is good, but seasonal. In 
order to get those two extra seats 
per flight, Delta reasoned, a cam- 
paign should be directed at as 
many different types of travelers 
as possible. 

As a result, 110 to 130-line 
newspaper ads featuring silhou- 
ettes of such diverse and unlikely 
things as piggy banks, owls, alarm 
clocks, paper dolls and kangaroos 
will be used to sell more first-time 
riders on the advantages of air 
travel. 

Some 20 ads will run in the 
series, which began last month. 
The eye-catcher silhouettes of a 
nursing bottle and a safety pin, for 
example, leads into copy which 
reads: “One bottle trips for you 
and the baby. . . One nap, one 
bottle and you’re both ther e— 
without fretful days of travel. 
Stewardess service. Bottles heated 
aloft. Babies fly free.” 

In like manner, additional copy 
will boost the half-fare for chil- 
dren up to 12; an owl will intro- 
duce the idea “The wise fly at 
night it’s smoother—saves 
business hours,” and frequency of 
schedules also will get a play. 

Burke Dowling Adams, Inc., 
Montclair, N. J., directs the ac- 
count, 


Plans Whisky Drive 
Frankfort Distillers Corpora- 
tion, New York, has scheduled a 
Christmas campaign starting in 
December for Hunter’ whisky. 
oe a Christmas package and 
“Give Hunter” for Christmas 
a, the drive will include iull- 
color pages in seven national 
Magazines; 22 trade publications, 
and §800-line newspaper ads in 
every major metropolitan market. 
Owen & Chappell, New York, is 
the agency. 


Promotes S-W Paints 


S. R. Frazee Company, San 
Diego, wholesale-retail outlet for 
Sherwin-Williams paint products, 
fas launched its own campaign in 
support of the manufacturer’s mat 
service and other advertising aids. 
The Frazee campaign will consist 
% localized newspaper, direct 
Mail, radio and outdoor advertis- 
ing. Barnes Chase Company, San 
Diego, is the agency. 


Expands Research Dept. 


Olmsted & Foley, Minneapolis, 


jas expanded its research facili- | 


‘€s into a full-scale research and 


Bredvold, formerly in the Min- 
eapolis office of Commodity 


ted head of the department. 


ia analysis department. Miles | 


it Corporation, has been ap- 


Anti-Trust Laws 
Antique Rituals, 


FTC’s Mason Says 


Commissioner 
Lowell B. Mason belittled anti- 
trust statutes as a weapon against 
high prices and told the Chicago 
Association of Commerce and In- 
dustry “it’s time government and 
business stopped playing cops and 
robbers with each other.” 

Terming the anti-trust laws “an- 
tique rituals” which “have little 
effective connection with the social, 
economic and democratic needs of 
our people,’ Commissioner Mason 
predicted FTC will need 10 years 
to finish its latest attack on pricing 
in the steel industry. 

He warned that “many bureau- 
crats” confuse industry’s adminis- 
tered prices with “‘the frozen prices 
of a conspiracy” because they lack 
the “St. Vitus dance quality of 
Adam Smith prices.” 

He asserted that administered 
prices dictated by good public 


relations, desire for stable return 
on capital, price lines and other 


& Country and Vogue. The agency 
is Batten, Barton, Durstine & Os- 


considerations “have a_ healthy born, New York. 
stabilizing effect in a period of 
inflation.” 
Where food prices (‘‘Adam 
Smith prices”) are up 103% since - 9. enille Corporation, New 
1939, Commissioner Mason said,| York, has appointed Seidel Ad- 


: ”| vertising Agency, New York, to 
O- 


Social consciousness and intelli- 
gent self-interest have checked 
the price spiral in administered 
price industries such as automo- 
biles, steel and newsprint, he ex- 
plained. 


Plans Chime Campaign of the finest perfume 


Rittenhouse Company, Honeoye 
Falls, N. Y., will launch a pre- 
Christmas campaign for its elec- 
tric door chimes, using eight na- 
tional magazines. The ads will 
feature the “Symphonette” model 
($5.95) and the “Lyric III” 
($12.50). Magazines scheduled in- 
clude American Home, Better 
Homes & Gardens, Harper’s Ba- 
zaar, House Beautiful, House & 
Garden, The New Yorker, Town 


and cosmetic advertising 


BEAUTY FASHION 


; _ Also publishers of DRUG AND COSMETIC INDUSTRY. RY 


Then here's why you should consider the set-up box 
for your packaging requirements. Attractive in ) design, it 
enhances the appearance of your product — thus creating 
greater sales appeal. Then, too, the rigidity and durability of 

' the set-up box offer your product a protection which is un- 
equalled by any competitive package. Lending itself well to 
countless shapes and designs, this versatile container is readily 
adaptable to a wide variety of merchandise. What's more, 
the many re-use possibilities of the set-up box are an assurance 
that your trade-mark and sales message will be perpetuated 
in the consumer's mind. All of these superior features combined, 
mean economy, too—for this popular package offers you 


more for your money. 


So include the set-up box in your packaging plans for ‘48. 


See for yourself how this Ace Salesman can sell your product. 


NATIONAL PAPER BOX MANUFACTURERS 


AND COOPERATING SUPPLIERS 


Liberty Trust Building, Philadelphia 7, Penn. 
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LETTERS— MORE Thy, 


of THAN 300 


300,000 LETTERS~MORE THAN 300.4, 


MORE THAN 


300,000 


LETTERS 
RECEIVED EVERY YEAR 
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NEW WESTMINSTER, B.C. 
A4 
W—S¥31131 000'00E NWH1 


000°00E NWHI 


Beaton Joins Blair 


Jack Beaton, formerly an ac- 
count executive of Mutual Broad- 
casting System, has joined the 
New York office of John Blair & 
Co. in the same capacity. 


To William von Zehle 


Kellogg Marine, Inc., Sauga- 
tuck, Conn., has named William 
von Zehle & Co., New York, to 
direct the advertising of its Race- 
Lite division. 


Opens Milwaukee Office 


Keck - Franke Advertising 
Agency, Oconomowoc, Wis., has 
opened a Milwaukee office at 623 
N. Second St. 


FROM IDEAS TO 
FINISHED PRODUCTS 


Convention exhibits and trade 
designed, pro- 


show displays 
duced and installed. 


AMERICAN 
DISPLAY 
STUDIOS 


179 N. WELLS ST., CHICAGO 


Call DEArborn 1278 


Manila Agencies 
Excellent, KZPI 
Chief Declares 


Cuicaco—How Manila and the 
Philippine Islands are setting the 
standard for future expansion of 
U. S. export advertising in the 
Pacific and Far East was told here 
by Norman Page, general man- 
ager of Manila’s KZPI. 

Mr. Page told AA that agencies 
in Manila are “openly seeking” 
arrangements to represent U. S. 
agencies “on 742% or any equi- 
table basis.” At least three Manila 
agencies, he said, offer expert ad- 
vertising and market analysis 
|service to American companies. 
| Pointing out that brand accept- 
|ance in Manila and many Far East- 
'ern areas is greater than it is in 
the United States, Mr. Page 


stressed that American manufac- 
turers have a good opportunity 
now to create strong preference 
for their products in such areas. 
In Manila, he said, several fac- 
tors have contributed to the de- 
velopment of sound advertising 
procedures. First, because Amer- 
ican soldiers brought in many 
radios and other merchandise 
|which they sold or gave away, 
| Manila has stopped feeling mer- 
chandise shortages that still hurt 
other Far Eastern areas. Second, 
inflation has been halted, and 
prices have already started down. 
Third, the Philippines have a 
stable currency, unlike China and 
|other areas fronting on the Pacific. 
| Fourth, a number of ex-G.I.s have 
|set up vigorous agencies in Ma- 
nila and maintain high standards 
that compare well with U. S. prac- 
| tices. 
| Mr. Page declared that one 
|agency — Advertising Associates, 
\headed by Michael O’Brien, for- 
|merly of Kansas City—has in less 
|than a year garnered most of the 


GREATER NEW ORLEANS 


There's a NEW spirit in NEW ORLEANS... 
a spirit that moves to make dreams a reality! 


Long blessed by Providence with great 
abundance of mineral wealth, oil, raw méate- 
rials, timber, fisheries, furs, sugar, chemicals 
_..a@ year-'round ideal climate 
great pool of trained manpower. 
leans is on the march! Sales are up, employ- 
ment is high and per capita buying income 
is the highest in history by far. 


The International House and Free Trade 
Zone, realities now...and soon...The Inter- 
national Trade Mart show what is being ac- 
complished by the untiring drive of far-sight- 
ed civic and business leaders. To bring New 
Orleans to the fore as the Nation's No. | 
port, the most logical point of trade between 
the Northern Hemisphere and the great 
South and Central Markets. . 


aim! 


Yes! New Orleans is growing and keep- 
ing pace with it, right along, are the two 
newspapers that completely cover this great 
-at surprisingly low 


and expanding market.. 


cost! 


and now a 


New Or- 


.is the constant 


\L TRADE MART 


he Cimes-Picanune 


Morning *® Evening ® Sunday 


New ORLEANS STATES 


Representatives: 


JANN & KELLEY, Inc. 


Member: American Newspaper Advertising Network 


largest Philippine Island accounts 
and already probably bills $1,000,- 
000 a year. It has a well-rounded 
staff of 80 people. 

Two ex-G. I.s, Gilbert Hayes 
and William Johnson, have formed 
the Johnson Hayes Company and 
operate with a staff of 30. Lyle 
K. Little, former Baltimore radio 
station man, has formed Pan Pa- 
cific Advertisers in Manila, han- 
dling Squibb, Goodyear and other 
accounts. He has also begun pub- 
lishing a monthly, Business Di- 
gest & Buyer’s Guide. 


No U. S. Agency Branches 


These agencies, it ex- 
plained, operate on the regular 15% 
discount basis. No U. S. agencies 
have set up branches in Manila, a 
fact which Mr. Page said causes 
him continuing surprise. He be- 
came manager of KZPI a year and 
a half ago, after experience as 
ABC Pacific correspondent during 
the war and as news director of 
Mutual in the U. S. before the war. 
KZPI carries ABC, Mutual and 
CBS programs. It operates on 
1,000 watts but will shortly change 
to 10,000 watts. It is affiliated with 
KZBU, 1,000-watt station in Zebu, 
P. I., south of Manila, and operates 
also as a shortwave and FM sta- 
tion. Broadcasts on KZPI are in 
English; a sister station, KGEI in 
Manila, broadcasts in other lan- 
guages. Mr. Page pointed out that 
nearly all Filipinos speak English 
and are highly literate. 

Filipinos, he asserted, have a 
great envy of American things, as 
| well as having their own national 
pride. The majority of packaged 
merchandise sold in the P. I. orig- 
inates in the U. S., which has 99% 
dominance there over other for- 
eign nations. All that U. S. man- 
ufacturers need do to establish 
dominance in their field, so far as 
exports to the islands goes, Mr 
Page said, is to advertise, for the 
Filipinos religiously heed radio and 
newspaper advertising. 


Discusses Other Areas 


He said that there are now at 
least 150,000 to 200,000 radios in 
the Philippines. All radios used 
are imported, but a radio assem- 
bly plant may be set up in Manila 
later. The Philippine government 
is using every means of attracting 
U. S. manufacturers, although all 
coming into the country are asked 
to use P. I. capital in part. 

Manila has become a great dis- 
tributing point for the Far East 
and western Pacific, Mr. Page de- 
clared, because of the lack of sta- 
bility of currency, politics and 
other conditions in East Asia. 

Japan, he said, could become a 
tremendous market for American 
goods. Siam, he observed, has 
comparatively stable internal con- 
ditions, is “honest” and wants to 
do business with American com- 
panies. Java, China and French 
Indo-China, he said, are at pres- 
ent so afflicted with internal 
troubles that they present few op- 
portunities to U. S. advertisers. 

KZPI will soon conduct a sul- 
vey throughout the islands to ob- 
tain data on what products the 
people use, radio reception, etc. 


3 Name Mogge-Privett 

Mogge - Privett, Inc., Los An- 
geles agency, has been appointed 
to handle the advertising of Rob- 
ert Smith Mfg. Company, make! 
Nylon Dip and bubble bat 
products; Philadelphia Pretze 
|\Company, and Jerseymaid Milk 
| Products, all in Los Angeles. 


| Elects Rodgers V.P. 


Sherwin Robert Rodgers, 4° 
count executive and director % 
|radio, has been elected a_ vice 
|president of Harry J. Lazarus § 
|Co., Chicago agency. 


Buchanan & Co. Moves 
| The Beverly Hills, Calif., offic 
of Buchanan & Co., advertisins 


agency, has moved to new qual 
ters at 242 N. Canon Dr. 
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AMERICAN DAIRY ASSOCIATION 
Volee of the Dairy 


SIX TRICKS — This full-color ad ap- 
peared in Life and First Three Markets 


Group, as American Dairy Association | 


started a month-long campaign for 
cheese. Campbell-Mithun is the agency. | 


Dairy Association 
Shifts from Milk 
to Cheese Drive 


Cuicaco—Following shortly up- 
on its full-color page in The 
American Weekly, Oct. 16, pro- 
moting milk solids as used in 
bread making, the American Dairy 
Association ran full-color page in- 
sertions on cheeses in Life and 
supplements of the Chicago Trib- 
une, New York Sunday News and 
Philadelphia Inquirer. 

Headlined, “C’mon, everybody: 
Cheese Festival,” it highlights ‘six 
quick tricks with cheese.” The 
association reports that it has re- 
ceived cooperation in the cheese 
promotion for October and No- 
vember from National Biscuit 
Company, various cheese manu- 
facturers, and advertisers of allied | 
food products. In addition, the 
National Association of Food 
Chains has prepared a bulletin on 
the cheese story for use in stores 
handling 75% of the nation’s food 
sales, according to Owen Richards, | 
general manager of ADA. 

This month ADA will have a 
poster featuring milk, cheese and 
butter on 5,500 Railway Express 
trucks. 

The association features various 
dairy products in succession 
throughout the year, and will spend | 
about $1,000,000 in the 1947-48 | 
period. The campaign opened in | 
September with promotion of | 
milk. 

Campbell-Mithun, Chicago and | 
Minneapolis, handles the account. | 


| 
Appoints Woodroof | 


Walton W. Woodroof, formerly | 
general sales and advertising | 
manager of Universal Lubricating | 
Systems, Inc., Oakmont, Pa., has 
been appointed manager of dis- 
tributor sales in the refrigeration 
and air conditioning fields for 
Baker Ice Machine Company, 
South Windham, Me. 


(3 that are ] ST 


1. CROSS COUNTRY NEWS 


An aviation newspaper de- 
voted to private ying 
reaches over |/3 of the air- 
ports in the U.S... . circu- 
lation, 8,652. 


2. THE MAILBOX 


A ‘direct mail advertising me-. 
dium devoted to the farmer 
‘ . Feaches over 19,000 farm 
homes of the South Plains of 
West Texas. 


3. MERCANTILE NEWS 


A direct mail advertising me- 
dium devoted to the urban 
families of the great south 
plains of West Texas ... 
reaches over 28,000 town and 
city homes. 


FOR RATES AND INFORMATION 
WRITE TO 


HALL 


PUBLISHER 
1007-A 13th, LUBBOCK, TEXAS 


Video Must Prove 


Worth to Sponsor, 
ANA Head Says 


New YorkK — Television has a 
long way to go to prove itselt in 
the sales and profit columns, Paul 
B. West, president of the Asso- 
ciation of National Advertisers, 
told the American Television So- 
ciety. 


Asserting that “the squeeze 


play” is on for advertisers who 
must find ways of getting more 
impact fer their dollars, he said 
television must show the public, 
with good entertainment, and the 
time buyer, with information on 
its effectiveness as a sales factor, 
what it can do. 

While some advertisers will use 
video because of the novelty, the 
ANA head said others will be re- 
luctant to risk “offending with 
programs in bad taste or just plain 
poor programs or over-commer- 


cialization which may create bad 
public relations.” 


Ellis Appoints Pollock 


Cecelia Pollock has been ap- 
pointed an account executive in 
the New York office of Ellis Ad- 
vertising Company. 


Club Changes Name 

The Business Editors Club of 
Southern New England has 
changed its name to Connecticut 
Industrial Editors Association, in 


order to conform to a nation-wide 
designation of its national organ- 


ization. 


TH 


431 Dearborn 8t., 


E LETTER SHOP, In 


Chicago 5, Illinois 


without on-the-spot radio 


One. word explains why you need on-the-spot radio 
to cover the McClatchy Beeline. 
Mountains. That's right—this bonanza market (California’s 
central valleys plus western Nevada) is surrounded by high 
moutitains that virtually ‘block outside radio signals. 

So let the five on-the-spot BEELINE stations sell for you. 
Together they blanket this whole 2 Billion Dollar market. 
Individually, they’re local favorites — favorites from 


‘way back. 


For example, look at 17-year old KERN, the Beeline 
station in Bakersfield. BMB audience reports for the city show 
KERN daytime 81%, nichttime 94%. Find out how this and 
the other Beeline stations can sel! for you. 
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Names Sullivan Agency 


Wilmot H. Wimonson Company, 
Medford, Mass., has named Daniel 
F. Sullivan Company, Boston, to 
direct its advertising. Newspapers 
and radio will be used. 


Blatz Names Colton 


H. J. Colton has been named di- 
rector of advertising, sales promo- 
tion and market research of Blatz 
Brewing Company, Milwaukee, 
succeeding L. D. Ballew, resigned. 


Agency Promotes Combs 


P. Wesley Combs, vice-president 
of Sheldon, Quick & McElroy, New 
York, has been elected a director 
of the agency and head of the 
agency’s plan board. 


15 Business Men 
Directing Pullman 


for 57 Railroads 


$523,000 Ad Budget 
Approved for ‘48; 
Courtesy Still Tops 


Cuicaco — The nation’s biggest 
hotel system, reorganized only 
four months ago under new own- 
ers, is rolling along nicely. It’s 
the Pullman Company—one of the 


EXCESS OF 200,000 
MEMBERSHIP 


biggest service organizations on 
or off wheels, bedding down 50,- 
000 to 60,000 guests a night. 

There are few companies in the 
U. S. that approach Pullman in 
the number of customers handled 
or its quality of service. 

Divorced under federal order 
from Pullman Incorporated, the 


Pullman Company, as a result of 
a government anti-trust suit 
started seven years earlier, was 
sold with its 6,000 heavy weight 
sleepers, repair shops, laundries 
and other tangible assets for $40,- 
000,000 to a group of 57 railroads. 
Earlier the railroads had paid 
$35,000,000 for 600 lightweight 
Pullman cars. Last June the rail- 
road owners elected a new board 
of directors. None of these had 
been with Pullman before. None 
had had any experience in the 
hotel business. Only three had 
ever been with the rail carriers. 

Nominated by regional railroad 
groups, the directors came from 
all sections of the U. S. and from 
many lines of business. They in- 
clude bankers, industrialists, in- 
surance company executives and 
one publisher. They are learning 
the business the hard and inter- 
esting way. 


C. R. Harding at Helm 


They have until the end of next 
year to learn, for Pullman is in an 
“interim” period which will end 


TELL IT TO THE MAN 


YES” cers ACTION 


Sell him through the pages that Top Management 


values more highly than any other publication 


ANY a potential sale to business 
M and industry is short-circuited 
at the top because the selling facts 
have failed to reach the top. 

That is exactly where The Journal 
of Commerce lands every business 
day—on the desks of the policy- 
making executives. It is a vital part 
of their morning mail. 

In many ways it is America’s most 
complete daily business newspaper, 
an authority on America’s commer- 
cial life. 

The J-of-C each day publishes 
many profit-news features, highly 
valued by its readers, which can be 
found in no other publication. 

It brings readers the up-to-date 
facts every 24 hours. It gives the in- 
timate news of their own industries, 
the factors from which they buy, the 
fields to which they sell and the in- 
terests with which they compete. 


fF 


A Few of Thousands of 
J-of-C Advertisers 


Douglas Aircraft Co., Inc. 
Bayer Company 
The Dow Chemical Company 
The Chase National Bank 
Bigelow Sanford Carpet Co. 
American Meat Institute 
American Rolling Mill Co. 
St. Regis Hotel, New York 


Eastern Airlines 


Frankfort Distillers Corp'n 


That is why presidents, vice presi- 
dents and other top executives pay 
$20 a year to read The Journal of 
Commerce. Its circulation represents 
probably the highest concentration 
of policy-making executives available 
to advertisers—because it is edited 
deliberately to their interests. 

To certain advertisers the J-of-C 
justifies important schedules. A busi- 
ness product or service. A commercial 


\\ 


Intensive Concentration of Top Management 


or industrial commodity. A consumer 
product with a top-income market. 
An institutional message for top man- 
agement. Write or telephone for The 
Story of the J-of-C Market and a rate 
card. GET TO THE MEN WHO DECIDE 
. . . IN THE DAILY THAT HELPS THEM 
DECIDE. 


THE NEW YORK 


Journal Lommerce 


53 Park Row, New York 15, N. Y. 


TOP MANAGEMENT’S 
GOOD RIGHT HAND 


with sale to non-railroad interests 
by Dec. 31, 1948. Who will buy 
Pullman then is not yet known by 
the 57 railroad owners. It is a 
safe bet the next owner or owners 
will inherit a sound organization, 
however. 

At the top is Carroll R. Harding, 
who resigned as assistant to the 
president of the Southern Pacific 
Company to take the post. The 59- 
year-old president spent nearly a 
quarter of a century with South- 
ern Pacific and subsidiary com- 
panies. Under him are Vice-Presi- 
dent and Comptroller C. H. West- 
brook, recently of the Chicago & 
North Western Railway, in charge 
of finance and accounting; George 
A. Kelly, vice-president in charge 
of public relations and advertising 
(AA, July 1, ’46); Mason B. Os- 
burn, vice-president in charge of 
operations, and 30,000 porters, 
conductors, shopmen and other 
employes. 

The Pullman Company is not a 
manufacturer; it will not become 
one. It does not operate full- 
length diners or own any cars ex- 
cept sleepers, lounge and com- 
bination lounge-cafe cars. Its pri- 
mary business is the servicing of 
sleeping cars. It services these on 
every major line in the nation. By 
common usage, a sleeping car is a 
Pullman. Even the dictionary says 
so. 


Leases Some Cars 


Pullman itself owns some 6,000 
heavyweight cars. The 57 rail- 
road owners also own more than 
600 lightweight sleepers and 
lounges which they lease to Pull- 
man. In all, about 500 lounge 
cars, some with bars, buffets or 
restaurants, are serviced by the 
company. By servicing, Pullman 
means the supplying of bedding, 
food and other equipment, clean- 
ing and repairing the cars and 
furnishing the porters and con- 
ductors. 

Mr. Harding foresees a future 
total Pullman fleet, of 6,000 cars— 
4,000 in regular service and 2,000 
for pool operations. He points out 
that the airlines offer the chief 
competition to Pullman business. 
Both rail and air lines, he ob- 
serves, are having trouble han- 
dling all traffic demands. But 
significantly, his estimates as to 
future Pullman car needs indicate 
a certainty that the railroads will 
not lose their first-class passenger 
trade to the airlines. 


Ad Budget $523,000 


Although Pullman now operates 
more than 6,600 cars, the per- 
manent fleet of 6,000 will handle 
all the traffic now handled in Pull- 
mans. New cars, more with sep- 
arate rooms, will be used. The rail 
lines have 1,100 on order now, 
from Budd Mfg. Company, Ameri- 
can Car & Foundry Company and 
Pullman-Standard Car Mfg. Com- 
pany. 

Pullman’s current effort is to 
make everything as comfortable 
and luxurious as possible. These 
attributes will also be stressed in 
Pullman’s advertising next year 
The ad budget has been set a! 
about $523,000. 

Full-page black-and-white ads 
will run in American Magazine, 
Business Week, Holiday, Life 
Look, National Geographic, News- 
week, The Saturday Evening Post 
Ticket Agent Magazine, Time ané 
United States News. No “competi 
tive dogfight” copy will be used. 
| Newspapers will be used only i 
spot news develops. Young & 
Rubicam handles the account. 


Courtesy Is Traditional 


| The company’s chief assé! 
|probably is the “courtesy spirit 
|of its porters and conductors. This 
/is an 80-year tradition. During th¢ 
war, the “Training within Indus 
try Program” of the War Man- 
| power Commission led to estab- 
\lishment of an intensive educa- 
tional progam covering Pullma! 
‘employes. This continues — an¢ 
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about 99% of conductors and por- 
ters voluntarily and without pay 
attended the latest conferences 
with Pullman’s white and negro 
service supervisors. The famed 
Pullman employes’ courtesy has 
always, however, resulted largely 
from thorough training, Mr. Hard- 
ing told AA. 

Although Pullman employes re- 
tain their traditional high stand- 
ards, Pullman has the usual prob- 
lem of other business companies 
with respect to wage demands. 
Currently, the conductors — who 
are members of the Order of Rail- 
way Conductors—are asking $90 
more per month, a demand that 
would “break” Pullman if met, 
Mr. Harding declares. Collective 
bargaining contracts are in effect 
with unions representing every 
group of Pullman employes. 


Other Principals 


Running the company, besides 
Directors Harding and Westbrook 
are: Ralph Nicholson, publisher, 
New Orleans Item; M. A. Morris- 
sey, chairman, American News 
Company, New York; J. McF. 
Barr, president, First National 
Bank, Louisville; C. F. Codere, 
president, St. Paul Fire & Marine 
Insurance Company; E. M. Dur- 
ham Jr., Clayton,.Mo.; G. A. East- 
wood, chairman, Armour & Co., 
Chicago; J. M. Harding, Omaha 
investment broker (not related to 
Carroll Harding); B. S. Harvey 
Jr., president of Fred Harvey, 
Chicago; G. H. Love, president, 
Pittsburgh Consolidation Coal 
Company, Pittsburgh; J. J. Rowe, 
president, Fifth Third Union Trust 
Company, Cincinnati; J. W. 
Shands, Atlantic National Bank, 
Jacksonville; J. <A. Stevenson, 
president, Penn Mutual Life In- 
surance Company, Philadelphia, 
and W. Sykes, president, Inland 
Steel Company, Chicago. 


‘Food Service News’ 
Issues Equipment List 


Electrical Information Publica- 
tions, Inc., Madison, Wis., pub- 
lisher of Food Service News, has 
issued the fourth annual “Food 
Service News Catalog” of com- 
mercial electric kitchen equip- 
ment. It describes and illustrates 
more than 175 commercial electric 
kitchen appliances in 11 classi- 
fications, and represents approxi- 
mately 50 manufacturers. 

The catalog, which does not 
contain advertising, is distributed 
through 100 electric service utili- 
ties. 


Names Metcalf Agency 

George T. Metcalf Company, 
Providence, R. I, has been ap- 
pointed to handle advertising of 
Tropical Tool Company, Provi- 
dence, maker of Plantation tools 
and supplies. 


WLYN Names Peterson 

George G. Peterson, formerly 
with Station WCOP, Boston, has 
been named a sales representative 
of Station WLYN, Lynn, Mass. 


Offers Brochure 
Federal Printing Company, Los 
Angeles, has prepared a brochure 


— 


us about... 
CUSTOM MOLDED 

PLASTICS FOR 
SALES PROMOTION 
PROGRAMS 


ENGINEERING, INC. 
506 LAKE AVENUE 
LEVELAND+2*OHIO 


SCHOOLTEACHERS—Russell Z. Eller 
Growers Exchange and president, Ad 
Edmund F. Becker Jr. (right), ad dire 


advertising. Cecil Wright, Foster & K 


(center), ad manager of California Fruit 
vertising Association of the West, and 
ctor of Safeway Stores, hold a question 


period following their joint lecture at the Golden Gate College school of 


leiser, and Mary Mcintyre, Foote, Cone 


& Belding, ask questions. 


containing more than 100 letter- 
head designs, with an index speci- 
fying the type faces used. The 


brochure is available at $1 a copy 
from the company at 345 Wall St., 
Los Angeles 13. 


Appoints Burgess 

Warren Burgess, formerly sales 
manager of Reilly Plastictype Di- 
vision, has been appointed sales 
manager of District Photo-En- 
graving Company, Los Angeles. 


Appoints Neuman 


Robert B. Neuman, formerly as- 
sistant advertising manager of 
Nordberg Mfg. Company, Milwau- 
kee, has been appointed director 


of publicity and advertising of 
Vapor Car Heating Company, Chi- 
cago. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
nons to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


AVAILABL 
COPY 
& ART 

FREE LANCE 


e Two-Man top flight com- 
bination, offering small, me- 
dium ad agencies or manu- 
facturers Big-Time talent in 
spare hours. Not cheap, but 
you'll be satisfied—so will 
your clients. Box 6776 Ad- 
vertising Age, 100 E. Ohio 
St., Chicago 11, Ill. 


OUTDOOR 
“FIRSTS” 


No.2 IN A SERIES 


EMPLOYED HOUSEWIVES STUDENTS 
EMPLOYED (MEN AND WOMEN). .89.3 “ 
PERCENT WHO GO OUTDOORS 58.6 “ 
84.3 
RETIRED, ILL, NOT WORKING. ... . 47.6 
AVERAGE (ALL PERSONS)........ 76.2 


7, 


OTHERS 


(Based on a pilot study made by the Traffic Audit Bureau in Fort Wayne, Ind.—1946) 
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Promotes Crosley Cars 
Distribution of the Crosley mid- | newspapers. 


get automobile ix British Colum-| dled by O’Brien Advertising, van. H OoOusewlves Unit 
bia by Meredith Motors, Van-|couver. 


couver and Victoria, 
promoted in selected B. C. daily 
The account is han- 


Purchases 


WANTED 


CREATIVE 


| 


| New YorkK— The Housewives 
| Protective League, which owns 
‘such shows as Galen Drake and 
|Lee Adams’ commentaries, has 
| been bought by CBS for approxi- 
| $1,000,000. 

Gross billings for the league— 
carried over ABC by Kellogg 


Company—last year were approxi- 


LITHOGRAPH DISPLAY 


SALESMAN 


A substantial lithographer specializing in fine color point- 
of-purchase displays has an opening for a man to work 
from its home office. Must be experienced in develop- 
ing comprehensives, supervising finished art and selling 
the better accounts. Earnings for a capable man are 


unlimited. 


Please write full particulars in first letter. 
All correspondence is strictly confidential. 


* 
INLAND LITHOGRAPH COMPANY 


328 SOUTH JEFFERSON ST., CHICAGO 6, ILLINOIS 


mately $1,500,000. 


Fletcher Wiley, originator of the 
league, will remain as general 
manager when it becomes a CBS 
division. His entire staff, includ- 
ing Narrators Galen Drake, Paul 
Gibson, Burritt Wheeler, Lee 
Adams, Lewis Martin and John 
Trent, also joins the network. 


Canadian Ad Linage Up 


The Canadian Daily Newspapers 
Association, Toronto, reports that 
daily newspaper advertising lin- 
age in Canada was up 15.3% in 
August, 1947, as compared with 
the same month last year. Na-' fied 16.4%, and local 13.4%. 


READY FOR CHRISTMAS—F. W. Fitch Co., Des Moines, has two newly 

designed gift sets for the gift season—the larger containing shampoo, hair 

tonic, Skin-Pep and a choice of brush or no-brush shave cream, and the smaller, 

shampoo, hair tonic and Skin-Pep. Gordon Lippincott & Co., New York, 
designed the packages. 


tional linage was up 18.5%; classi- 


Reprinted from “New Horizons Issue” of.Printer’s Ink 


Why not a “mass”’ technique 
to sell the business market? 


How leading industrial advertisers have successfully 
used consumer techniques to sell the business com- 


munity. 


by MATTHEW N. CHAPPELL, Ph.D. 


The business market, like every 
other market is a state of mind with 
buying power attached — and what 
buying power. It is made up of 
people. People who talk to one an- 
other. Who influence one another. 


We all know of dramatic sales to 
business where word-of-mouth was 
the prime mover. Business men com- 
pare with one another the merits of 
industrial materials or machines just 
as they discuss kinds of fishing 
tackle and automobiles. 


Consumer advertisers, who don’t 
find it profitable to fight against 
human nature, have long known the 
value of building prestige for their 
products with all the neighbors as 
well as with the one family prospect 
on the block. That’s why so many 
consumer campaigns seek the good- 
will and understanding of the entire 
nation. 


A few pioneers have applied this 
mass selling technique to the busi- 
ness market with profit over the 
vears. For example: mention roller 
bearings to the average business 


Shocking {Si}... 


man and he thinks of Timken; men- 
tion printed forms and he thinks of 
Hammermill; mention files and he 
thinks of Nicholson, because these 
manufacturers have made their 
names and products familiar to all 
business men, not just to their 
known prospects. 


Many other’ business’ marketers 
might profitably plan their advertis- 
ing strategy in the same way as the 
makers of cigarettes and automo- 
biles ... in terms of saturation ad- 
vertising. 


This means selling the entire busi- 
ness community, something over a 
million persons. It means creating 
a favorable state of mind in top 
executives and the many ranks of 
their associates who will have a hand 
in buying more than $500 billion 
worth of business products and 
services this year. 


True, not all of these persons can 
buy any particular product — but 
purchasing influence is so wide- 
spread in any company or any in- 
dustry that the business advertiser 


must reach the entire million to be 
sure of reaching all of his prospects. 


Such an advertising program can 
do a good missionary job for a com- 
pany, too, by opening doors for 
salesmen, and cutting down the 
overall cost of selling. The head of 
one small firm which uses mass ad- 
vertising said: 


“T don’t know what my sales will be 
for the year, but I do know they’ll 
go down if we don’t continue to 
reach out for the entire business 
community.” 


How much does this mass selling 
job cost? A lot less than your soar- 
ing imagination may suppose. And 
it’s also easy to achieve. 


Four leading magazines in the gen- 
eral business field will offer a com- 
bined circulation of 1,310,000 
executive subscribers in 1948. The 
combined rate for a black-and-white 
page in all four will be $9,725 on a 
one-time basis. They are: 


Nation's Circulation Rate 
Business 600,000 $3,000 
United States 
News 300,000 2,400 
Fortune 235,000 2,750 


Business Week 175,000 1,575 


This means that 1,310,000 pages a 
month—over 15,000,000 pages a year 
—circulation in the richest of all 
markets (about four times as much 
buying power as the total consumer 
market) will cost an advertiser only 
$116,000. 


Since mass selling in the business 
field already has been tested and 
proved profitable, there is little 
doubt that it now will spread rapidly. 
As was the case with the early users 
of mass consumer advertising, the 
pioneers in the business field will 
reap the richest rewards. 
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Four advertisers...Who buy all four...To sell the million...Who buy $500 billions. 


Dallas Jeweler 
Marks 50th Year 
with Novel Ads 


— “Blingg! Mainspring 
broken? Bring it to Everts.” 

With that two-line reader in a 
Dallas newspaper, back in 1897, 
Arthur A. Everts advertised the 
fact that he was in the jewelry 
business, on his own. 

The golden anniversary week at 
Everts last month was marked by 
both small and large advertise- 
ments — frequently — in both the 
Dallas News and Times-Herald. 

Mr. Everts, a believer in adver- 
tising since those early days, is 
evangelistic-minded. He runs un- 
signed ads saying “Let’s go to 
church Sunday,” or simply carry- 
ing a Bible quotation. His 11-de- 
partment jewelry store is one of 
the largest users of display space 
in the city, too. 

Anniversary - week ads _ spot- 
lighted a $1,000,000 65-carat dia- 


|mond on display, a $100,000 birth- 


| day “cake” fashioned of gems, 


and a table of gold ware, includ- 
ing plates that sell for $8,000 
each. Copy on the big diamond 
|added, “Sorry, we're taking no 
|telephone or mail orders for de- 
livery.” 

| Mr. Everts, a past president of 
American Jewelers Associa- 
tion, tithes in his church, gives 
gold-filled crosses away by the 
| thousands at Easter time, and once 
‘ran for president on the Prohibi- 
tion ticket. 

Those who attended his special 
anniversary events here included 
Howard Schaeffer, vice-president 
of Elgin Watch Company, Elgin, 
Ill., Henry Harteveldt, president 
of Harvel Watch Company, New 
York, and others prominent in the 
|national and international jewelry 
field. 


Claims the Largest 


Teen-Age Readership 


The American Weekly has 2, 
647,177 teen-age readers (10 
|17 years of age) who read one ©! 
more advertisements in the maga- 
zine regularly. The magaziné 
claims this is the largest teen-age 
audience available in any publica- 
tion. The figures are the resu! 
of the continuing study of te 
reading of advertising and ed 
torial material by teen-agers be 
gun in The American Weekly. '* 
sue of May 25, 1947. 

Each week the Daniel Star 
organization interviews 200 tcel- 
agers—100 boys and 100 girls- 
from the ages of 10 through !' 
The figures are based on 9,357.2! 
families (latest ABC circulat! 
statement). 


Chernow Names Herrod 


Virginia Herrod, formerly 
ture and associate editor 
American Home, has been 4)” 
pointed copy chief of Cherno 
Company, St. Louis office. 
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Steamers Should 
Start PR Drive, 


Graham Advises 
Lag Behind Air, Rails 


in Promotion, Ship 
Line Exec Reports 


New YorkK—Indicting American 
steamship operators for spending 
less in advertising than either of 
their principal competitors, A. S. 
Graham, public relations man- 
ager of American Export Lines, 
urged more individual public re- 
lations advertising by operators 
and cooperatively. 

Mr. Graham, who spoke before 
the public relations panel of the 
American Merchant Marine Con- 
ference here, said the industry’s 
established custom of using pub- 
licity is not enough. 

Publicity, he reported, is “at 
the mercy of publication and wire 
service editors, who have little or 
no knowledge of our industry 
needs ... many matters of utmost 
importance to our welfare lose 
force because of thin distribution 
or because they fail to arouse edi- 
torial interest.” 


Should Tell Peacetime Story 


Pointing out the widespread as- 
sociation campaigns now in op- 
eration, Mr. Graham declared that 
the maritime industry has prob- 
lems which could be eased by 
similar treatment. Since 1941, he 
recalled, about 12,000,000 Ameri- 
cans have reached voting age, and | 
they “know little or nothing of the 
peacetime Merchant Marine... 
what effort has the industry made | 
to reach this one segment of the 
public, a force that can wield the 
balance of power in any election?” 

Some other public relations ob- 
jectives, according to Mr. Graham, 
are (1) talking to maritime labor, 
which now gets most if its infor- | 
mation from the labor press; (2) 
talking to the persons moved in 
the State Department’s repatria- 
tion program; (3) subsidy pay- 
ments under the 1936 Act; (4) 
selling the inland public on the 
need for the Merchant Marine; (5) 
explaining the current lack of pas- 
senger ships, and (6) explaining 
the changed financial status of 
steamship lines, now considerably 
mproved over former years. 


Compares Expenditures 


“The maritime industry has 
been slow to use public relations 
© policy advertising,” he warned, 
‘as a supplementary force to 
ocus attention on industry needs. 
Ht has, in fact, not used advertis- 
ng to the extent found useful by 
) many major industries.” He 
ited earnings figures culled from 
he Wall Street Journal, and ad- 
ertising data from the Magazine 
idvertising Bureau’s 1946 re- 
orts. These showed that, while 
tree large steamship operators 
llectively earned $14,000,000, 
fey spent less than $200,000 in 
ilvertising. Three other large op- 
fators spent more than $200,000, 
he earning $1,300,000, the other 
2,000,008 plus, and earnings not 
NVailable for the third. “Little of 
ese sums went into public re- 
copy, and there was no 
‘penditure for joint industry ef- 
rt.” he pointed out. 
the other hand, the New 
Central System spent $719,- 
| advertising, including news- 
, while it lost $10,000,000, 
the Pennsylvania Railroad 
“129,388 while compiling an $8,- 
30,31 Two airlines were 


lions 
O) 
ipers 


\7 deficit. 
‘led, American, which operated at 
_Geficit of $252,467 and spent 
‘99.567, and TWA, which lost 
‘4,347,836 and spent $691,204. 

And, Mr. Graham emphasized, 


the Association of American Rail- 
roads spent more than $1,000,000, 
and the Air Transport Association 
of America spent more than $470,- 
000. 

Mr. Graham concluded: “We 
must make more effort, as an in- 
dustry and as individual com- 
panies, to woo the public—all of 
our publics—with every means at 
our command, and to keep them 
sold. . It is a public relations 
job to challenge action from 
every quarter of the industry. To 


do this we must raise our sights, | 
and explore every public relations 
force at our command.” 


Esel Appoints Goldgar 
The Esel division of Marliv 
Products Company, Chelsea, Mass., 
has appointed Mike Goldgar Com- 
pany, Boston, to handle advertis- 
ing, merchandising and publicity 
for Esel furniture polish. News- 
papers, magazines and _ business 
papers will be used, and point-of- 
sale will be stressed through the 
fall and winter. The agency has 


formed a television programming | ing Better Food, and the Trained 
and commercial department under | Nurse & Hospital Review. 
the supervision of Harold Livings- | 


ton. Turco Appoints Mayers 
‘ Turco Products, Inc., manufae- 
Appoints Railton turer of industrial cleansing 
Richard Railton has been ap-|agents, has placed its advertising 
pointed Pacific Coast manager of| with Mayers Company, Los An- 
Practical Home Economics, includ-' geles. 


GIBBONS KNOWS CANADA 
J. 3. GIBBONS LTD. avventisine 
HEAD OFFICES 200 BAY STREET TORONTO 
TORONTO MONTREAL + WINNIPEG REGINA + CALGARY EOMONTON « VANCOUVER 


3 the manufacturing and selling 


of swim wear and sweaters for both 


men and women, we have noted the 


very few men’s magazines that spot a 


specific age market. 


**PIC brings to the men’s field a 


medium that bull’s-eyes the young 


men’s market. 


PIC’s a natural and 


has proven its worth in many ways.” 


E. W. STEWART 
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\, DOOR DISPLAY. It isn’t a question of large 


FOUR GREAT PUBLICATIONS TO SERVE YOU 


Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertising 
executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 


PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING - CONSUMER AND 
INDUSTRIAL MARKET DATA BOOKS 


ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 
THE ADVERTISING FIELD 


Brach Maps Campaign 


E. J. Brach & Sons, Chicago, 
will promote Brach’s_ chocolate 
party mix for the next four 
months with a series of full-color 
ads in Collier’s, Life and The 
Saturday Evening Post. Color 
pages also are scheduled for Sun- 
day colorgravure sections of 
newspapers in 13 major markets, 
and black-and-white ads five 
times each week in daily newspa- 
pers in the same cities. Maxon, 
Inc., Chicago, is the agency. 


Heads North Star Sales 


North Star Woolen Mill Com- 
pany, Minneapolis, has promoted 
J. N. Lindeke from vice-president 
in charge of the Minneapolis plant 
to vice-president in charge of sales 
and merchandising for the entire 
company. 


Appoints Lyon Agency 

$. Duane Lyon, Inc., New York, 
has been retained to handle the 
advertising of Emily Ross, Inc., 
New York, personnel service. 
Local newspapers and trade pub- 
lications will be used. 


E REGARD THAT AS ONE OF THE 
\\ CHIEF FUNCTIONS OF GOOD IN- 


size, so much as a question of large thought. 


Consider six or eight food products on a 
crowded counter. What will make your product 
stand out from the rest? INDOOR DISPLAY— 
properly applied by McCandlish will do it. 


Because McCandlish experts spend much time 
in the stores where indoor display counts big, 
they are never confused as to the function, nor 
the practicality of displays. 


— 


We consider it our job to help you get what is 


HAT’S THE JOB YOUR INDOOR 
DISPLAY MATERIAL SHOULD DO? 


Is it to win a place for your product on the sales counter? Is it to make 
people who see it on the shelf feel that they have found a friend? Is it to 
single your product out? Is it to make your product talk and seli itself? 


i HOW TO MAKE YOUR PRODUCT TALK 


needed for the task to be done. While we are 
on friendly terms with the best in art, we don't 
approach display problems through the art 
viewpoint. We tackle them first from the angles 
of practical use and the bald facts of economics. 
We think in terms of shape and size in relation 
' to product, and ease of assembly by dealers. We 
| design the pieces so that if possible they can be 
shipped ready for instant use. We don’t want 
any dealer to waste a moment guessing how 
one puts the thing together! 


Naturally, this wins quick acceptance for 
McCandlish Indoor Displays by dealers. They 
find them easy and profitable to use. 


agency. 2. Or, we can serve you creatively from start to finish... 


astically want to use them. 


TWO WAYS OF GOING AT IT — 1. If you have your own displa ideas well in hand, we 
will gladly cooperate with you to get maximum use by handling the production job for you or your 
Either way you are sure of two 
things: a. Faithful reproduction of the art. b. Well thought out displays — carefully planned from 


a constructional and shipping viewpoint; so temptingly practical and usable that dealers enthusi- 


Write McCandlish for further information 


| McCANDLISH LITHOGRAPH CORPORATION 


\ ROBERTS AVENUE @& STOKLEY STREET 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
PHILADELPHIA 


Food Retailers 5 
Need Full Aid, 
Wholesalers Told 


LovuISVILLE — Watson Rogers, 
president of the National Food 


Brokers Association, told the Ken- <i 
tucky Wholesale Grocers Associa- “IX 
tion here that wholesalers and re- yy 


tailers must work closer together 
“to help pass on w the consumer 
the benefits of operating effi- 
ciency.” 

“You must post your retailers 
on improved merchandising ideas, 
all price changes and better oper. 
ating methods,” he said. “You 
must remind them of the need for 


continuous merchandising of al] 
their products.” 

Since the advent of the Rob. JB PROTEC 
inson-Patman Act, “wholesaler in 
buyers who buy from the manu- > 
facturer through legitimate food . 
brokers know they are on equal §, 
footing with all other buyers,” Mr. Bru 


Rogers said. “No longer need 
there be unfair and unequal price 
concessions. Instead, true com- 
petitive factors such as increased 
sales, efficiency, service, economy 


Hel; 
of A 


of operation and improved mer-§ 
chandising come into play.” nate . 
_ Mr. Rogers warned that so-called "°C" 
“buying brokers” cannot legally 
get preferential discounts as they tant chi 
did before the Robinson-Patman ae 
Act came into being. Termingy © 
them “parasites on the essential 
wholesale function,” he said 5P° 
are not morally, ethically or le- my 
gally brokers and that their net we ree 
influence is to place small whole- eg 
salers at a price disadvantage. - pac 
SAYS WHOLESALERS nation’s 
FACE PR JOB vom 
SEATTLE — Wholesalers of the 
country have a major public re- trwcmdl 
lations job to tell the American inal * 
public what wholesalers do and county 
how they contribute to the con- y 
fort and well being of the man 
next door, Chester C. Kelsey, ex-B The ¢ 
ecutive vice-president of the washin; 
tional Association of Wholesalers yw 
New York, told distributors heref}inq) y 
recently. placed 
Mr. Kelsey spoke under auspices agency 
of the Seattle Chamber of Com-Bipany 
merce marketing committee at 
meeting attended by wholesaler Ser 
and members of the Advertising mission 
and Sales Club and the Sales Ex phe , 
ecutives’ Club. dling is 
The association’s greatest prob-Moxtensiy 
lem, Mr. Kelsey said, comes from[for 3 y 
wholesalers who are “insulaMichable 
minded” —too much 
with just their own trading areas immediz 
For the country as a whole, he long pul 
said, the nation’s 200,000 wholeM¥tain an, 
salers, with 1,750,000 employes, di fo, qual 
business of $150 billion a 
Wholesalers, he continued, alfmeet eo. 


need to “convince manufacture et. 


that they will get better distribu pany 
tion, and at lower cost, sor 
| wholesalers than through an! expressil 
other medium.” loss thre 

Man-ma 
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Issues Budget Folder 


Hitchcock Publishing Compan) 
Chicago, has issued a booklet 
file folder form as an aid to il 


dustrial ad managers in 
ing schedules and budgets. SpaceProtits.” 
are provided for listing public? 

tions, rates, closing dates ail Goe 
circulation, and a calendar is 1" A seri 
cluded with a pocket for ad 
and rate cards. The booklet mj... 
be had without charge from tig Cucti 
company at 542 S. Dearborn vers 
| Chicago 5. ve Impo 
| A typi 
Starts Fiberglas Drive caut 
| Owens-Corning Fiberglas C0 , 
| poration, Toledo, has launched . 2 
|Fiberglas battery mat campais y sh 
|using a series of half-page, wy’: “1 
| color ads in The Saturday Even! ng b 


| Post, and spreads in Motor 3 “ 


Super Service Station, to be ! Ay 


ples ca 
|lowed by a series of full-pag As one 
two-color ads in automotive DUEthe com, 
ness papers. Point-of-sale rs t 
terial also will be used. Fu! ler Poche 
Smith & Ross, Cleveland, is ‘cae 


agency. 
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Aavertising Age, 


REGULAR 
PICKING! 


"Grounders” are worth saving 


but mixed they will discount 
your good fruit 


WASHINGTON STATE APPLE COMMISSION 


PROTECT FRUIT—This message was 

used in newspapers and on posters to 

help cut losses in marketing the 1947 
Washington state apple crop. 


‘Bruiser’ Drive 
Helps Trim Loss 
of Apple Crop 


YAKIMA, WASH. — Washington 
state apple growers, pouring a/ 
record $500,000 into promotion | 
this year, are devoting an impor- 
tant chunk of this fund to an edu- 
cational campaign for better han- 
dling of the fruit from orchard to | 
consumer. 

Spot radio, daily and weekly 
newspapers, and two-color posters 
are being used throughout the | 
Wenatchee-Yakima region, from 
which will come 33,000,000 bushels | 
of apples, nearly one-third of the | 
nation’s crop. 

“Don’t be a bruiser! Bruised | 
apples rot first!” cautions a typical 
poster used in orchards, packing | 
houses, refrigerator cars and ter- | 
minal warehouses throughout the | 
country. | 


JWT Handles Copy ' 


The campaign is directed by the | 
Washington State Apple Commis- | 
sion, with offices in Wenatchee | 
and Yakima. Advertising is| 
placed through the commission’s 
agency, J. Walter Thompson Com- 
pany, Seattle. The Washington | 
State College and County Exten- | 
sion Service joined with the com- 
mission in the campaign. 

The campaign for better han- 
dling is believed to be at least as 
extensive as any ever undertaken 
for a nationally distributed per- 
ishable food. It represents rec- | 
ognition that poor handling causes | 
immediate loss and that for the 
long pull Washington must main- 
tain and increase its reputation 
for quality apples if it is to over- 
come freight differentials and 
— competition in distant mar- | 
ets, 

Early in the season, the Exten- 
sion Service sent growers a letter | 
expressing in dollars and cents the | 
loss threugh poor handling: “.. . 
Man-made culls kept 1,000,00 
boxes of apples out of circulation 
last year. At $2 a box, those culls | 
Cost somebody $2,000,000. . . Every 
Dad apple wearing a Washington 
Wrapper puts a pinch on future | 
profits.” 


Good Condition Stressed 


A series of four ads was run 
n daily and weekly papers of the 
Production area, directed at both 
sfowers and pickers, emphasizing 
he importance of condition. 

A typical poster aimed at pick- 
*rs cautions: “Place ’em! Don’t 
’em! 


Bruises make culls! 
“n a sprinkling of boxes in 
‘Very shipment is pasted the cau- 


“Don’t drop me! I look 
tong but ... it’s my insides | 
they’re delicate! Handle | 


‘pples carefully.” 
ae one phase of the campaign, | 
'€ commission wrote individual | 
fers to 2,300 dealers buying 
Nashington apples in terminal 
irkets throughout the country, | 
‘ing them of the campaign and' 


el 


| offering posters for display in their 
warehouses. Commission officials 
|reported an exceptional response 
to this effort. 

| With 10,000 cars shipped by late 
October—nearly one-third of the 
state’s crop—packers and shippers 
| reported the handling this year 
/was the best in many seasons and 
/culls due to bruising were far be- 
‘low last year. The improvement 
‘is believed to reflect two factors: 
The campaign, plus a higher grade 
'of picking and packing help, will- 


ing to heed suggestions for better | Flects MacMaster 


handling. 


Boyce Appoints Fleming 

Maynard Boyce, Inc., Los An- 
geles transit advertising company, 
nas appointed C. R. 
Fleming to succeed C. N. Parker 
Jr., as general manager. Mr. 
Fleming, who has been with the 
organization for four years, was 
formerly associated with Loomis 
Advertising Company, Kansas 
City, Mo. 


(Jack) | 


| Maj. Donald B. MacMaster, | 
|head of his own public relations | 
‘firm in New York, been 
elected commander of the New 
York Advertising Men’s Post, No. 
209, of the American Legion. 


G-E Combines Divisions 

The appliance and merchandise 
department of General Electric 
Company, Bridgeport, Conn., has 
consolidated its vacuum cleaner 
divisions—Premier, General Elec- | 


{tric and industrial—into one or- 


ganization. A. L. Atkinson, for- 
merly manager of the G-E 
vacuum cleaner division, has been 


|appointed manager of the new 


division. 


Vine to Gorman-Rupp 

H. W. Vine, formerly general 
sales manager of Carver Pump 
Company, Muscatine, Ia., has been 
appointed manager of the indus- 
trial field of Gorman-Rupp Com- 
pany, Mansfield, O., pump manu- 
facturer. 


\ 


there are’ 


out 


wse.e22in this distinct New York 


Metropolitan Community 
of young Men and Women. 


increasingly.in their buying from week to week. 


/ /They are still in their acquiring years. Their dreams of the future are reflected 


Their common interest is progressive democracy. And the members of this com- 


munity are bound together by faith in their newspaper. 


PM is published specifically for them. In its columns are information and discussion 


regarding the problems they hope to help solve. They also find the full range of 


their interests covered, including the home, shopping, sports, recreation and the arts. 


In thia young community: 


64% of the families have at least 2 earners. 


60% have been to college. 


74% are in positions of authority or responsibility. 


And 93.6%, buying PM, a morning paper, take it home. 


(See PM’s recent survey of its readers for these and other facts. Copies are available on request) 


Represented Nationally by Lorenzen and Thompson Inc. 
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Ad Series Brings Oil 


Change Issue 


Union Oil Breaks with 
Industry, Recommends 
Twice Yearly Change 


Los ANGELES—Union Oil Com- 
pany of California, in its present 
campaign for Triton motor oil, is 
rapidly bringing one of the 
touchiest, most controversial is- 
sues in the petroleum industry to 
a head. 

The issue: How often should 
motor oil be changed? It has been 
kicked around for years by all 
segments of the automotive, manu- 
facturing and service industries. 
The list of auto makers’ recom- 
mendations for crankcase drains 
varies from every 1,000 to every 
5,000 miles. 


to Head 


the American Petroleum Institute 
has managed to gain fairly wide- 
spread acceptance of the 1,000- 
mile change. Most oil marketers 
recommended that interval to cus- 
tomers. 

And then, breaking sharply with 
the remainder of the industry, 
Union Oil opened a strikingly un- 
usual advertising campaign early 
this year. The drive introduced 
new Triton motor oil which, the 
copy said, had to be changed but 
twice a year. 


Takes Offensive 
Eyebrows lifted across the coun- 
try. Here was an oil company 
trying to sell less oil—and yet 
Union reported a 30% sales in- 
crease, and boasted a_ greater 
amount of motor oil sold in pro- 


Over a period of years, however,| portion to the number of its re- 


Gil HF CALIFORNIA 


CHALLENGE—Triton motor oi] and the twice-a-year change plan of Union Oil 
Co. have been getting consistent advertising support, including posters like this. 
The company plans to continue the drive in the face of industry opposition. 


tail outlets than any competitor 
in its territory. 

Union Oil Company and _ its 
agency, Foote, Cone & Belding, 
took the offensive in the campaign 
and set out to convince the pub- 
lic that more frequent oil changes 
are unnecessary with Triton. Its 
research staff asked some 2,000 
motorists why they believe it is 
impossible to get away with only 


two changes a year, and catalogued 
the answers. 

Since newspaper surveys showed 
that Ripley’s Believe-It-or-Not 
feature had a large audience, the 
company decided to use a similar 
technique for its Triton series. 


Colorful illustrations and hand 
lettering were used to carry the 
reader’s eye to the individual 


selling points. 


What does it mean when an architectural magazine 


Uses Dodge Reports to direct its circulation to architects and en- 
gineers who are active, who by actual project check are respon- 
sible for over 80% of all architect-engineer-designed building 


Increases its architect and engi- 
neer circulation 30% in five years 


In five successive A.B. C. statements (through June 
1947) shows the largest architect and consulting en- 


gineer circulation of any building-field publication 


Delivers this top coverage, both quantitatively 


and qualitatively, at the lowest cost per page 


per thousand architects and engineers reached 


It means that architects and engineers find constantly in Architectural Record a kind of 


information valuable to them. It means that the Record’s editors are right in their objective 


of giving architects and engineers an intensely practical ‘‘workbook.” 


To building product manufacturers and their advertising agencies the Record’s first position 


— its steady growth and continuous leadership in architect circulation and consulting engineer 


circulation; its ability to provide economical coverage of not only the largest number of 


architects and consulting engineers but those who provably control plans and specifications 


for most good buildings — means. . . 


“Workbook of the Architect-Engineer” 


You are right 


with the RECORD! 
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The ads hit hard: “Thousands 
of people have tested the new 
Triton and found that they can 
drive for months without an oil 
drain in complete safety—and get 
better engine lubrication than 
ever!” 

“How can Triton last so long?” 
the copy asked. “The things that 
make ordinary oils break down 
after 1,000 miles or so are acidity, 
sludging and oxidation. During 
the war, Union Oil scientists de- 


veloped special compounds for 
the armed forces to overcome 
these weaknesses. These com- 


pounds have been included in new 
Triton motor oil.” 


‘30,000 Miles Without a Drain’ 


More recent copy has gone even 
farther: “New purple oil sets 
amazing record cars run 
30,000 miles without an oil drain... 
Engines still like new!” The ad 
reported a fleet test in which the 
crankcase drain plugs had been 
sealed with a blowtorch. Only 
make-up oil had been added. It 
quoted engine measurements be- 
fore and after the test, indicating 
that almost no wear had taken 


place. 
Union Oil, however, — stands 
alone. The remainder of the pe- 


troleum industry is lined up al- 
most solidly behind the API's 
“Lubricate for Safety Every 1,000 
Miles,” and a cross-section of the 
industry queried by AA plans no 
change in its 1,000-mile recom- 
mendation. 

Kendall Refining Company and 
Macmillan Petroleum Corporation 
are two of the very few excep- 
tions which do not follow the API 
figure, but their respective recom- 
mendations have been in effect 
for some time. Kendall plans to 
continue its “2,000 Mile Motor Oil” 
advertising, and Macmillan re- 
ports: “Our policy as regards oil 
change periods has been that of 
following the recommendation as 
outlined by the manufacturer of 
automobiles, trucks, tractors and 
other equipment.” 


‘Why Did Union Do It?’ 


“Why,” Union Oil Company 
representatives are asked daily, 
“is new Triton recommended for 
six months between drains when 
other oil companies generally spe- 
cify 1,000-mile oil changes?” In 
a list of questions and answers 
about Triton distributed to dealers 
at the time the oil was _ intro- 
duced, the company replied: 

“Even before the war many car 
manufacturers recommended 
2,000-mile oil changes. They are 
|increasing this mileage interval 
|for 1946 and 1947 models. One 
major car builder recommends 
3,000 to 4,000 miles on ordinary. 
regular oils. Should we, the make7 
of the finest lubricating oils, tell 
our customers to drain oil ever) 
1,000 miles when the car manu- 
|facturer knows .any ordinary 0i 
will give good results for double 
or triple this mileage? 

“NO!” says Union. “It has al- 
ways been our policy to make 
|superior products and give oul 
|}customers the benefit of hones 
|value, even though greater profi 
'could be temporarily gained b) 
| other practices. Consequently, wé 
have tested new Triton premiun 
|motor oil for thousands of miles 
under all types of driving condi- 
| tions, and the results more tha! 
'substantiate our recommendation 
for six months between drains.” 


Cites Special Properties 

Union Oil bases many of thé 
claims for its product on the de- 
tergent, oxidation inhibiting «n¢ 
/corrosion inhibiting properties 
Triton. For example, W. L 
| Stewart Jr., executive vice-pres! 
dent of Union, says that inspec- 
tion of crankcases before an 
after tests on a fleet of private 
‘ears conducted by Coordinating 
|Research Council indicated no ap- 
/preciable increase in sludge vol- 


‘ume. He credits the detergent if 
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NEW PURPLE OIL 
SETS AMAZING RECORD! 


CARS 20,000 MILES WITHONT OF LUKE 


| 
| 
| 


| 


| 
| 


PURPLE INK—A typical Union Oil Co. | 
ad is this one, which appeared early | 
this fall with an extra color to point | 
up the purple hue of the new Triton 
motor oil. 
| 


| 
Triton with reducing the rate of | 
sludge sedimentation to a negli- 
gible factor. 

However, a Standard Oil Com- 
pany (N. J.) spokesman emphatic- 
ally replies: “The use of detergent 
type additives has, in our opinion, 
no bearing on the proper oil 
change intervals for passenger car 
operation. The necessity for 
changing motor oil at intervals is 
very largely brought about by 
foreign contaminations such as 
fuel soot, unburned _ gasoline, 
water, road dirt, etc., and to a 
relatively much smaller extent by | 
any so-called ‘wearing out’ of the | 
oil itself.” 

Typical of the sentiment! 
throughout the vast majority of | 
the industry is the reply of B. S. | 
Watson, vice-president of Cities | 
Service Company. ‘We do not | 
agree,” he says, “with the theory 
which suggests motor oil changes 
twice a year. It is very much like 
saying that we should wash a car | 
only twice a year, even though it | 
becomes’ splattered and soiled | 
shortly after having come from | 
under the hose and polish cloth.” 


‘Has Certain Basic Duties’ 


“We contend,” says Mr. Watson, | 
“that a motor oil has certain basic | 
duties to perform. It must clean | 
... help cool... lubricate ... and | 
seal the piston to efficiently utilize | 
the power. We do not believe that 
the subject of when to change 
motor oil can be solved by such | 
catch phrases as ‘twice a year’ or 
‘every so many thousand miles.’ | 
The time for changing can be 
summarized under three princi- | 
pals: 

“1, When the oil is spoiled | 
through performance of its duties 
as a cleansing and lubricating | 
agent. | 

“2. Even when the motor oil is | 
not entirely spoiled, it is advisable | 
to insure protection to the motor | 
through a change at least every | 
1,000 miles. 

“3. When additional 

needed exceeds 50% 
Crankease capacity.” 

Among those companies. 
sponding to AA’s survey of cur-| 
rent recommendations is Shell, 
whose manager of the lubricants 
department declares: “As yet we | 
ao not have nor have we seen | 
factual evidence that API recom- 
mendations are not sound; hence) 
are recommending 1,000-mile | 
oil drain intervals for passenger | 
s using either our premium or 

ilar grade motor oils.” 
standard Oil Company of Cali- 
lornia, a competitor of Union, is 
ictant to declare its policy on 

change intervals. Says R. W. 
dale, manager of the lubricant 
ision: “Due to the great varia- 

in recommendations of auto- 
ile manufacturers regarding 
nkease drain periods, we pre- 
to make no comment as to our 
‘WS at the present time.” 

‘ulf Oil Corporation has a 
‘shtly different approach to the | 


make-up | 
of the| 


oil 


question. 


19 


In a bulletin entitled | over lubrication specifications was|ing its drive. “The results,” says; Aluminum in Truck org The 

“Safe Lubrication,” which it dis- | described in detail by J. M. Koch, | Mr. Stewart, “in every way seem Cockfield, Brown 

tributes, it is estimated that “no vice-president of Quaker State Oil | to justify our continuance of this | o. Is directing. 

more than 11,000,000 different | Refining Corporation, at the an-| program, for after all, the fact| 
Chicago last | is—the oil is that good. 


people in this country have ever nual API meeting in 
automobile. | year. | “With regard to marketing prob- 


purchased a new | 
“TI believe,” said Mr. Koch, “the|lems and practices, our own 1S 


Therefore, most cars on the road 
are in the hands of the second or | lubrication recommendations now |clearly illustrated by our promo- 
third owners who never have been being made to the motoring pub- | tion of Triton. Other companies 
customers of the motor car manu- lic and to the men who service | make their policies on this sub- 
facturer.” ‘the vehicles on the road are un-| ject clear by the promotion of 

‘necessarily complex and imprac-|their premium motor oils. We 
Auto Makers vs. Oil Companies tjca}.”. He suggested the possibil-| will stand behind our claims and, 
the bulletin im- | ity of seasonal intervals, but said|I am sure, we will not be in- 


Famous 


As a result, Features 


i i i i il and auto in-| fluenced by the opinions of other 
plies, the oil companies feel a_ that until the oi y 
greater responsibility to the car dustries resolve the problem, | marketers. Dndigests, defines ee 
owners than the makers, and can-| Quaker State will cling to the and clarifies ‘ie \ — 

i the Financia 

not safely afford to recommend | 1,000-mile mark. Rds Offer Booklet Dividend Honer Ralls 
any mileage interval above 1,000| In spite of the opposition which “A Keystone for | Stock Factographs 
miles. 


‘it has incurred from the remainder | 4 Public Relations” 
The controversy between the | of the industry, Union Oil Com-| in Canadian newspapers offering | FINANCIAL WORLD 86 Trinity PLN. ¥.6 
auto makers and oil companies pany has no intention of abandon-|an informative booklet, “Alcan | 


OUT OF THE HORSE’S MoUTH 


TOOTHBRUSH CO. 


If you, too, missed the news that Baltimore is 57,620° 


families bigger, get wise: 


Now more than ever, to cover bigger Baltimore, you 
need the biggest paper — 194,063 City Zone circula- 
tion among 321,158 families, and the News-Post total 
circulation is 221,127. 


*Sources: Director of Statistical Section, Baltimore City Health 
Department; Building Engineer, Baltimore County; Super- 
visors of Assessments, Howard and Anne Arundel Counties. 


et in 
he “More” FOR 1947, MORE THAN EVER, IT’S THE 


Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


=| | | 
\\s 
| SN 
| 


76" 
Expands ‘Treets’ Area 


Carr-Consolidated Biscuit Com- 
pany, Chicago and Wilkes-Barre, 
Pa., has expanded its distribution 
and advertising of Treets round 
saltines to the Midwest. The prod- 


a long period. Initial copy in mid- 
. western newspapers offers Treets 
for one cent with purchase of a box 
of Crackin’ Good saltines. 


agency. 


Lynn-| 
Fieldhouse, Wilkes-Barre, is the! 


Massive Grocery 


By ‘This Week’ 


| 
| New York —At a cost of $40,- 
|000 for printing alone, and about 
$100,000 over-all, This Week 


| Magazine has prepared another of 
| its massive studies of the grocery 
| business for presentation to ad- 
| vertisers. 


The new survey is more like 


‘that of its study of chain drug) 
‘stores brought out earlier this) 


year than its “Corporate Grocery 
'Chain Volume,” put out in the 


report, it is based on information 
supplied by the chains themselves 
rather than on trade publication 


s and government (including SEC) 
Chain Study Shown | TE ails of Grocery Store Op- 


uct has been sold in the East for | 


erations” contains complete data 
on revenues, number and location 
of stores, sales per store, share of 
business in counties served and 
some interesting merchandising 
information of 15 big chain groc- 
ery companies, two voluntary co- 
operative chains and the Inde- 
pendent Grocery Alliance chain of 
9,098 independent stores. The 18 
‘chains that cooperated in the 
study do 49% of all grocery busi- 
/ness in the U. S. 


Has Two Purposes 


This Week had two purposes in 
making the study: (1) to obtain 
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show these objectives have been 
| and will be reached, the publica- 
| tion’s officials say. 
| The presentation uses various 
government and other sources, in- 
'cluding ADVERTISING AGE, to show 
that the $23 billion grocery busi- 
‘ness (1946) has increased in re- 
/cent years because of both price 
| increases and trading up by cus- 
tomers. It shows that, as the U.S. 
has changed to an industrial na- 
tion, more and more of the groc- 
ery volume is in the large indus- 
trial markets. 

Growth of self-service, it ex- 
plains, has been made possible 
largely because reduced advertis- 


| ing costs have permitted the grocer 
to use the printed word in lieu of | 


| the grocery’ clerk’s spoken word to 
'make sales. Self-service sells 
|more, it says, pointing to a Du- 


ice stores, compared with 53% in 
1939. Comparable figures for the 
independents: 43% self-service in 
1946 against 15% in 1939. 


Circulations Compared 


The organizations covered in- 
|cluded most but not all of the 
largest chains, and are said by 
This Week’s executives to provide 
a good cross-section of the groc- 
ery chain business in the U. S. 

The study shows that A&P last 
year did a $1,686,548,000 volume 
through 5,087 stores in 1,262 coun- 
ties. This gave A&P an average 
volume per store of $331,541 and 
8.8% of total food store sales in 
the counties it serves. 

This Week’s pitch to advertisers 
is that its circulation in the same 
1,262 counties reaches 27.5% of 
the families, against 15.7% by Life 


covered completely 


chains. 


_spring of 1946 (AA, June 17, ’46, 
dollar and May 5, °47). Like the drug 
management market’ ctudy, it uncovers much important 


‘lantic & Pacific Tea Company, 
Safeway Stores and other big/to the grocery trade. 


material so important that 
salesmen could obtain ready hear- ing that 38.2% 
ing from advertisers’ top execu-| grocery purchases actually made | Call’s, The Saturday Evening Post, 
by the ,material—on operations of At-| tives; (2) to obtain data permit-|are not contemplated by shoppers| Woman’s Home Companion and 
ting a “real” job of merchandising as they enter stores. 


by POSSESSIONS? 


HOMES = Home owners make an active 
market. They need many products and 
services. The Popular Fiction Group 
reaches 5.600.000 readers living in family- 
owned homes or one out of every four 
home-owning families in the country. 


by EARNINGS? 


Income is a dollars and cents measure- 


ment, The Popular market spans all eco- 


nomic levels. In urban reader-families 


alone, 700.000 earn $5.000 and over. 1.950.- 
000 make between $3.000 and $5.000. 


2,600,000 are in the $2,000-$3,000 bracket. 


CARS = Car owners. too, have many spe- 
cialized needs. The mere fact of automo- 
bile possession gives strong indication of 
ability to buy. Almost one-third of all car- 
owning families in the nation are covered 
by The Popular Fiction Group. 


by EDUCATION? 


Education is another indication of ability 
to buy. Consider, then, these facts about 
The Popular Fiction Group audience: 
61.1% have high-school training or better. 
as compared to 39.1% for the nation as a 
whole, 13.1% are college educated. 


WASHING MACHINES Other pos- 
sessions underscore a market's buying 
power. One out of every three families 
owning electric washing machines, and 
more than 25% of families owning me- 
chanical refrigerators are Popular readers, 


Audience Study Defines 
POPULAR FICTION MARKET 


Pulp fiction magazine readers, contrary to 
the beliefs of many advertising and sales 
executives, are not sub-calibre prospects, 
but people from all walks of life, from all 
stations, very much like the audiences of 
other leading weekly and monthly maga- 
zines. They are found in all major fields 
of endeavor. They combine normal wants 
and needs with an equal ability to buy. 


The complete story of the 12.750.000 read- 
ers of The Popular Fiction Group is now 
available in a 48 page report of a continu- 
ing national audience study conducted by 
Stewart, Dougall & Associates. A copy will 
be mailed to you on request. Address: 205 
East 42nd Street, New York 17, N. Y. or 
333 North Michigan Avenue, Chicago 1, Ill. 


Popular Fiction Group 


A.B.C. CIRCULATION: 2,583,825 


its | Pont survey made last year, show-| and lesser percentages by Col- 
of supermarket | lier’s, Ladies’ Home Journal, Mc- 


The chains|even Woman’s Day, distributed 
Presenta-| covered in the survey reported through A&P stores. 
Unlike the first grocery!tions made in the past month 85% of their outlets are self-serv- 


MARKET QUALITY 


Similar in- 
|formation is shown for each chain 
and for all together. 


Much ‘Side’ Material 


Highest sales average per store 
is shown for Von’s chain in Los 
Angeles county. The _ 13-store 
chain averaged $1,240,735 last 
year. Highest average for a large 
chain was $1,112,067 by Food Fair, 
operating 91 stores in the Phila- 
delphia and New Jersey area. 
| Interesting “side” information 
/is given for each store. Food Fair, 
it is pointed out, has built much 
traffic by adding cosmetics and 
/men’s needs; Jewel Tea Company, 
|in the Chicago area, has found by 
|extensive research that women 
want cleanliness and friendliness 
in a store more than low prices; 
Colonial, operating 412 stores in 
the Southeast (and doing 15.5% of 
| all grocery volume in its 166 coun- 
\ties) has made much of mass dis- 
plays. 
| This Week has prepared a set of 
_maps and statistical information 
/on each chain, which it will pro- 
'vide to clients to whom the pres- 
entation has been shown. 

The publication, carried by 24 
| newspapers, this year is pushing 
‘close to $15,000,000 in billings, 
|about 50% ahead of 1946. 


‘Western Electric Plugs 
Two New Hearing Aids 


| Western Electric Company, New 
| York, through Benton & Bowles, 
is using black-and-white pages in 
The American Weekly, Parade, 
This Week Magazine and The 
Saturday Evening Post to intro- 
duce two new hearing aids de- 
signed to fit anyone with a correct- 
able hearing loss. The Western 
Electric All-In-One compact Su- 
'per 66 is for those with severe 
hearing impairments, and Model 
| 65 is for the majority of the hard- 
| of-hearing. 

_The company will schedule one- 
,eighth page coupon advertisements 
in approximately 15 national mag- 
}azines as well as advertising in 
medical and professional publica- 
tions during the remainder of 1947. 
Cooperative newspaper advertis- 
ing is also being run in 250 local 
dealer cities. Definite plans {or 
hearing aid advertising in 1948 
have not yet been made. 


Roger Pryor Joins FC&B 


Roger Pryor, well known screen, 
stage and radio personality, 
joined Foote, Cone & Belding, New 
York, as executive assistant t 
Ralph B. Austrian, vice-presiden' 
in charge of television. Mr. Pry 0! 
| who has produced and directed a5 
well as acted on the screen, stage 
and in radio, will supervise tele- 
vision production for the agency 


Names Newby & Peron 


Compco Corporation, 
has placed its advertising wit! 
Newby & Peron, Chicago. A cam- 
paign will be launched in tradé 
and consumer publications, sup- 
plemented by direct mail advertis- 
ing to the trade. 
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‘ll make a few extra dollars,” | i 
you Jars, | (Standard Brands) remained.;Wosley Ltd. and Stevenson (Dy- 
the Cla Gum Chief t But, we Nancy Sasser With just these two sponsors, Mrs. | ers) 
te) at ourselves, Sasser had to keep her readers owners, Cluett, Peabody, will grant 
ce in to he eck Expor t where would you be? So it is Credits Success 'amused for three a four months | licenses for the use of the process 
. . with your retailer and his con- - lin 1949, “Iixtinetion seemed for both woven and knit goods. 
P remium rices sumers .. . in the final analysis, to General Mills ‘Then came Mills, 
1 in- PirTsBuRGH — Alan F. Clark,|it’s the people we live with that) PxrtapetpHia—‘Nancy Sasser’s| guised as Santa Claus, with a 52-| 
' th president of Clark Brothers Chew-/| we have to do business with, and | Buy-Lines,” syndicated now in 60| week contract. That, she declared 
4 by ing Gum Company, has dispatched | in the long run we'll all gain if we | newspapers reaching 60,000,000 | took her column over the “hump.” , > 
vide himself to Europe for a quick! confine our sales activities to the readers, hit its low point early in es a YOUR DIRECT MAIL 
eroc- check of a “disturbing problem’”— | 48 states.” the war. the day you want it 
S. prices for The trials and tribulations of | Cluett, Peabody to Push the 
S 7 > i runni isi H 
lume  oering U. jobbers bonus|,, Charles of the Ritz Distributors | h Dy Cluett, Peabody & Co., New eee 
coun- nade See the coctuene’s ured Corporation, New York, through | asser here at a meeting of the | York, is completing plans for an © Multigraphing ® Mimeographing 
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_ Clark enclosed a copy of a letter| Walgreen Drug Stores, Chicago, |“Pearl Harbor,” at which point 
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OPEN SECRET OF U. S. ABUNDANCE 


For the first time in 18 years of publication, 
the November ForTuNE talks about nothing 
but Selling and Advertising; also for the first 
time, FORTUNE’s editors have written the story 
of an advertising agency. Both are challenging 
precedents. 


They chose J. Walter Thompson Company 
not because it’s the world’s largest, but because 
it best illustrates, in history and size, how 
advertising works in the supply-and-demand 
cycle—to bring more things to more people at 
lower prices. 

The study of J. Walter Thompson and its 
profession-building president, Stanley Resor, 
is only one of ten stroboscopic stories in the 
November ForTuNE. And because Distribution 
is to 1948 what Production was to 1947, the 
November issue will perform one of the great 
editorial services in FORTUNE’s history . . . For 


while U. S. income next year may reach a 
dazzling 200 billion dollars, manuafacturers 
want to know about the brisker steps of rival 
salesmen and the ‘‘new look”’ they will get from 
their own customers. 


In the light of what they find in FoRTUNE, 
many of its quarter of a million subscribers may 
well re-align their policies, re-appraise markets, 
re-examine sales quotas, re-assess their adver- 
tising. And these same readers, as advertisers 
of industrial and quality consumer goods, will 
use FoORTUNE’s considerable influence to better 
their chances of reaching their own 1948 market 
goal. 


. 19 in the “‘Man of Adventure”’ series 


Contents of FORTUNE for November, 1947 


EDITORIAL: Making the Free Market Free ............... Page 


THE MARKET: 1948—It looks big, exciting, different. It's up to 
the salesman to make the most of it................. . .Page 


THE UBIQUITOUS BUICK—The darling of the new upper-middle 
masses now shoots for third place in total auto sales....... Page 


J. WALTER THOMPSON —The largesf advertising agency in the 
world; who runs it, and how it works ................... Page 


THE GREAT A & P—This year it will distribute over seven million 
tons in one of the greatest mass movements of food in world 


AMERICAN BAZAAR—A picture gallery of the chief American 
activity —selling things to one another.................. Page 


WHOLESALING ON BORROWED TIME—How one of the last 
great drygoods wholesalers, Ely & Walker, has withstood the 
siege of chain competition... .. 


PEPSI-COLA’S WALTER MACK—The man who, in nine years, has 
made life much more interesting for the Coca-Cola Co.... . Page 


BEST-SELLING BENDIX—The market for automatic washers is a 
pushover, but Bendix salesmen are beating their brains out— just 
to get in training for real opposition ................... Page 


DOES DISTRIBUTION COST ENOUGH? A banker discusses the 
preeminent role of distribution in the U.S. economy of tomorrow 
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REVIEW 


KAISER-FRAZER SIGN—Entry of Kaiser-Frazer Corp. into network radio is 
arranged as Joseph W. Frazer and Henry J. Kaiser (seated) sign for sponsor- 
ship of Wendell Noble, commentator on Newscopes, four times weekly over 
MBS. Morris F. Swaney, president of Swaney, Drake & Bement, Chicago agency, 
and Edgar Kobak, Mutual president (standing), complete the foursome. 


TIMELY TIE-UP—This window display in the downtown Chicago offices of Trans 

World Airline, carries a direct message on the number of bushels of wheat 

shipped to European countries in the past two years and, with a display of 

Pillsbury products, suggests that individuals may send Pillsbury packages to 
Europe by air freight. 


aA 
ms BUILT TO SCALE—International Harvester Co.'s Seoul Cub tractor has been 


ge 138 UPlicated in a 1:16 scale plastic model by Design Fabricators, Chicago, manu- 
acturing division of McStay Jackson Co. Harvester expects to use 100,000 
‘nits, distributed through its dealer organization, to spearhead a sales drive for 
the new Cub, after which the model will be sold at retail for $2.95, and by 
mail for $3.10. 


Cook Up Wonderful 


Por Aad a Ham-End 
Right Big Bow tiuls 
Of Stick-To-The-Ribs 
Soup... The Kind Folks 
Really Hanker For 


WASHBURN 


COLOR COPY —Full-color messages 

like this will promote Washburn's peas 

and beans this fall in women's maga- 
zines. (Story on Page 64.) 


NATURALLY FINER 


ISSUES AUDUBON SERIES—Griesedieck Western Brewery Co., Belleville, Ill., 
brewer of Stag beer, is sending the first of a series of 23x33-inch Audubon 
prints to the trade. Maxon, Inc., Chicago, is the agency. 


SAFE—This new wire display stand for 

Philadelphia blended whisky, product 

of Continental Distilling Corp., Phila- 

delphia, features a patented neck 
lock device. 


TYPHOON—The six partners of Gray & Rogers, Philadelphia, blew out candles 

on 20 cakes at a party for employes in celebration of the agency's 20th birth- 

day. Left to right are Robert W. Graham; Jerome B. Gray, founder; Edmund 
H. Rogers; Sherman G. Landers; Guy E. Fry and Russell K. Carter. 
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THE VERY LATEST FOR THE VERY LOWEST—With this test spread in the Chicago Sun and Times Oct. 20, newly-formed 
Dress-of-the-Month Club starts its promotion of originals selected by a panel of nationally known experts (the panel changes 
monthly). Prices are $6.95 to $12.98. Lieber Advertising Co., Chicago, is the agency (AA, Oct. 20). 
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HOSIERY 


Advertising to “Hosiery Mi: 

KNIT GOODS WEEKLY 
A 

ing, Hosen Advertising 


nthly Hosiery Merchandising 
Section—edited solely for 


Buyers of Hosiery 


GOODS WEEKLY 
‘Madison Ave., New York 10 


Names Stevenson 


Editorial Associates Ltd., Mon- 
treal, has appointed Wm. Z. Ste- 


'Topps Starts Contest 


Topps Chewing Gum, New 
York, has announced a prize con- \ } 
ore for its distributors’ salesmen, | venson, formerly associate editor of 

offering $200,000 in cash, mer-|merchandising newspapers for 
| chandise and other awards. They |Maclean-Hunter Publishing Com- 
include monthly prizes of automo- | pany, Montreal, sales promotion 
biles, vacations in Bermuda, silver |director. He will head the direct 
fox jackets, $30,000 in cash and|mail services. 


other prizes. te VP 

ects Westgate V.P. 
Joins ABC and ABP O. L. Westgate, advertising man- 

Airports, published by Haire|ager of Atlantis Sales Corporation, 
Publishing Company, has become | Rochester, N. Y., exclusive selling 
a member of the Audit Bureau of | agent for ‘products of R. T. French 
Circulations and Associated Busi-|Company, has been elected vice- 
|ness Papers. president in charge of advertising. 


YOU CAN MAKE o DO THE WORK OF ‘3 


The Eagle Magazine with 1,052,000 circulation, is the fastest growing fraternal pub- 
lication in its field, and the following figures taken from Standard Rate and Data 
show that its rates are the lowest: 


RATES FROM JULY 15, 1947, SRDS 


MAGAZINE MAXIMIL MINIMIL 
Eagle 3.74 3.56 
Elks . ; 5.10 4.84 
Foreign Service 4.42 4.12 
Legion 8.24 7.84 


PREFERRED—This new blue and yellow carton for 60-watt lamps contains four 
instead of the customary six household lamps as the result of a preference sur- 


vey conducted in five medium-size communities. 


Changes in other General 


Electric lamp packages may follow. 


Revises Harbor Booklet 


A new 128-page edition of “Har- 
bors of the South” has been issued 
by the Cruisegide Service of Gulf 
Oil Corporation, Pittsburgh, for 
free distribution to boat owners 
and operators. The booklet gives 
descriptions of marine service, 
shopping and recreation facilities 
and land transport connections in 
the majority of harbors from Nor- 
folk, Va., to Port Isabel, Tex. 


Stinson Appoints Shaw 


Joseph P. Shaw has been ap- 
pointed assistant sales manager of 
Stinson division of Consolidated 
Vultee Aircraft Corporation, 
Wayne, Mich. 


Appoints Seereiter 

Peter P. Seereiter has been ap- 
pointed sales manager of the Pepsi- 
Cola Buffalo Bottling Corporation. 


easy to follow, 


! EVERYTHING UNDER ONE ROOF 


COMPLETE TIME-SAVING SERVICE-UNDER ONE ROOF 


TO TASTE THE SWEET SATISFACTION...of Faithorn 3-in-1 Service is to want 
more, once you try it. It's the straight-line, straight-through route that places 
your every job in expert hands and expert minds... under a single, coordi- 
nated control, from first to final step. 


No hop-and-stop, here for engravings, there for typography and yet another 
place for presswork. That method slows you up; and, war or peace, time 
saved means money to you; means mailing schedules and publication 
deadlines met; means energy conserved, temper unstrained. So, Faithorn 
puts Engraving, Typesetting and Printing—all in one place, easy to find, 


easy to check. It makes your job easier. 


The proof of what Faithorn 3-in-1 Service means to advertisers and their 
production heads, is in one job (any job) done by this full-speed-ahead 
method. If you've really tested it, you know. If you haven't, the experience 
will be a revelation to you. 


© 
FAITHORN 3-in-] Service is iy FAITHORN isthe onlyconcern ~- 
the shortest, straightest, smooth- . in Chicago that offers this COM- 
est distance between the start Ay PLETE SERVICE...a definite saving 
and completion of your jobs. Si of TIME, TROUBLE and MONEY. 
PRINTING 


FAITHORN 


CORPORATION 


AD-SETTING - ENGRAVING + PRINTING 
400 N. RUSH STREET, CHICAGO 11 +- WHITEHALL 2300 


Deutsch & Shea 
Campaign Urges 
Ad Merchandising 


New YorK—With a full-page 
insertion in the New York Times 
Oct. 27, headlined “A Truth about 
Advertising,” Deutsch & Shea, 
New York agency, started a 
campaign in daily newspapers and 
business papers to urge the ne- 
cessity of supporting advertising 
campaigns with more _ intensive 
sales promotion and merchandis- 
ing plans. 

Practicing its own preaching, 
the agency will mail a reprint of 
this ad, with a letter, to 1,000 aa- 
vertisers, and has prepared mats 
for free reprint by publications, 
said Arnold R. Deutsch, president. 

“Universities offering courses in 
advertising have been furnished 
copies for classroom discussion,” 
Mr. Deutsch’s letter said. “Pro- 
motion managers and advertising 
managers of leading newspapers, 
magazines and radio stations will 
be sent copies with the suggestion 
to sell this idea to their individual 
advertisers.” 

The advertisement points out 
that “the ‘guts’ of a good adver- 
tising campaign is sound mer- 
chandising’ — which means “a 
complete sales strategy that intro- 
duces and coordinates the 
forces which move goods profit- 
ably. . . Sales promotion and mer- 
chandising .. . are the unglamor- 
ous side” of the advertising 
agency’s job. “But here the vital 
groundwork is laid so that con- 
sumer advertising can pay off.” 


Frisco Has a Macy's 


O’Connor, Moffatt & Co., 81 year 
old San Francisco department 
store, has become Macy’s, San 
Francisco, and has started con- 
struction of a new $6,500,000 addi- 
tion to the present building. The 
O’Connor, Moffatt store was pur- 
chased by R. H. Macy & Co., Inc. 
in 1945. Full-page newspaper ads 
are running daily in all San Fran- 
cisco papers promoting a special 
merchandise event in connection 
with the name change. 


Introduces New Razor 


A dry shave razor, manufactured 
in England by the Wilkinson 
Sword Company, will be intro- 
duced to the Canadian market 
shortly. Industrial & Specialty 
Sales Ltd., Toronto, will distrib- 
ute the new product, and Bake! 
Advertising Agency, Toronto, wi 
be the agency. 


Appoints Davies A.M. 

| David J. Davies, formerly ae? 
\lic relations director of Oliv 

| Iron & Steel Corporation, has bee! 
named advertising manager 
| Koolvent Metal Awning Corpor: 
| tion of America, Pittsburgh. 


Elects Blair V.P. 


Lee Blair, senior account execu’ 
tive in the San Francisco office of 
| Buchanan & Co., has been elected 
a vice-president of the agency. 
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Rayve Shampoo 


Plans $1,250,000 
Budget for 1948 


New YorK — Despite the fact 
that it is bowing out as a network 
radio sponsor, Standard Labora- 
tories, Inc., will boost its advertis- 
ing budget for Rayve Creme sham- | 
poo by 25 to 30% next year. | 

After two years of sponsoring 
Sammy Kaye’s ABC show, the 
William R. Warner & Co. subsid- 
iary is dropping it in favor of 
“local pressure in radio and color 
in magazines.” Both the company 
and its agency, Roche, Williams & 
Cleary, had nothing but praise for 
Bandleader Kaye’s show, which 
officials point out is being discon- 
tinued because “a change of pace 
in advertising now and then is a | 
good thing.” 

“Grand Marquee,” an NBC show 
plugging this product, was discon- 
tinued some time ago. 


| 


To Stress Color Copy 


Rayve’s advertising budget for | 
1948 has been set at approximately | 
$1,250,000. This provides for a/| 
heavy magazine schedule, breaking | 
with full pages in color in Febru- | 
ary. Publications on the list for | 
the year are Cosmopolitan, Dell 
Modern Group, Fawcett Women’s | 
Group, Ladies’ Home Journal and | 
Macfadden Women’s Group. 

The decision to concentrate on | 
magazine color copy was made be- | 
cause the company considers 
Rayve’s a “color story.” The sham- 
poo claims to bring out “new, 
natural color in your hair. Color 
you never even dreamed was 
there.” 

Also to be included on the mag- | 
azine list is Parents’, where black- | 
and-white advertisements will ap- | 
pear bi-monthly. Some magazine | 
copy will show a life-size repro- | 
duction of the tube, a factor em- 
phasized in selling the shampoo. 


Wide Coverage Planned 


To give Rayve the desired ‘“‘local | 
pressure in radio” its spot coverage | 
will be stepped up to take in 85% | 
of the nation’s radio homes. To do | 
this, time will be bought on sta- | 
tions in from 40 to 50 major | 
cities. Local programs, participa- | 
tions, spot announcements and a 
regional show — Sheila Graham, | 
now carried by the company over | 
the Don Lee Network—are all in| 
the plans for next year. 

Tests made this year with local 
shows and announcement cam- 
paigns “which resulted in amaz- | 
ing sales increases” caused the | 
company to decide to shift its | 
radio expenditures from network | 
to spot programming. | 


| 
} 


In addition to advertising figures 
already mentioned Rayve provides 
for cooperative newspaper promo- | 
tion. This will continue as a part | 
of next year’s over-all efforts. | 

Executives are making no com- | 
plaints about 1947 advertising. | 
They report a sales increase of 
78% during the first nine months 
of the year. 


Signs Zeke Manners 


Starting Jan. 5, Whitehall Phar- | 
macal Company, New York, will | 
sponsor Zeke Manners over 17) 
Pacific Coast stations of ABC. The | 
-week contract for the 15-min- | 
ute morning show was_ signed | 
‘rough Dancer-Fitzgerald-Sam- | 
ple New York. Anacin, Kolynos, | 
SiSoDol, Guards cold _ tablets, 
Freezone and Heet linament will 
be promoted on the program. 


Gordon Quits Ad Post 


W. B. Gordon has resigned as 
ertising director of Farm 


Equipment Retailing, St. Louis, to | 


Ad-Craft, Inc., St. Louis. The 
arm publication has appointed 
Pe k & Billingslea, Chicago, as its 


alive, 


| Ads Back Trailer Show 


Approximately $55,000 will be 
i\spent in advertising, promotion, 
publicity and public relations to 
put over the 13th annual National 
| Trailer Coach Show to be held in 
the Philadelphia Commercial Mu- 
seum Nov. 8-15. A newspaper 
campaign began Oct. 26 in all 
|Philadelphia papers, dailies 
| throughout Pennsylvania and New 
Jersey and New York City, and 
| weekly community papers in the 
|Philadelphia area. Car cards in 
|Philadelphia will also be used. 
MacDonald-Cook, Chicago, is han- 
dling the advertising. 


Mohr Joins Feiss 


Mel Mohr, formerly with the 
Econometric Institute, has joined 
the sales staff of S. L. Feiss, New 


Business Trends 
Reported in New 
Market Series 


WASHINGTON — Business Guides 
Associates, headed by Robert S. 
Allen, former columnist, came into 
being here recently with a twice- 
monthly report on business condi- 
tions and market outlook in more 
than 50 cities in 46 states. 

Addressed to business men and 
sales managers, the service is “to 
provide factual information which 
will help executives allocate ad- 
vertising, route salesmen and ex- 
pand and contract inventories,” 
Mr. Allen said. 

“Politicians come and go,” said 


“York, publishers’ representative. ‘the former co-author of the Wash- 


ington Merry-Go-Round, “but 
business men go on forever, and 
since the interest of the nation 
rests with them more than many 
want to admit, it is vital that busi- 


ness men should have the best 
factual information on which to 
act.” 


The market report offers a con- 
cise summary of business trends. 
In addition, the data is compiled 
in scoreboard and market map 
form for fast reference. It also 
contains per capita sales and an 
index of business activity for each 
city. 


Appoints Madden 


W. E. Madden, formerly division | 


and sales manager of A. B. Far- 


quahar & Co., has been appointed | 
sales and division manager of the) 


“Or 


Conveyor division of George Haiss 
Mfg. Company, New York, wholly 
owned subsidiary of Pettibone 
Mulliken Corporation, Chicago. 


THERE'S PLENTY OF 
BUSINESS IN 


YOU NEVER LOSE 2en You Put Your WMoney on a Horse 


MEXICO, 


line of 


show horses.” 


These Missouri farmers insist on quality 
when it comes to horses, for this is the 
center of the world-famous Rex McDonald 


This trait is displayed prominently in their mule breeding and cattle 
feeding. It has developed the Mexico trade territory into one of 
the top farm income regions in the Middle West, a region with an 
8 million dollar retail volume annually. It is this quality-tradition 
that maintains the year-in, year-out security of farming in Missouri 


Merchants in Mexico know that Missouri Ruralist 


contributes a major portion of the brand preference 
in their trading area, just as it contributes to the 
farming leadership in quality and advancement 
throughout the state. More than 2,000 of their rural 
customers are Missouri Ruralist readers. 


*Photos courtesy of the Audrain County Fair, one of the largest local fairs in the nation, 
which offers $20,000 in premiums each year. 


‘western advertising represent- 


CAPPER PUBLICATIONS, INC. advertising offices are in New York, Chicago eo 
Son Francisco, Kansas City, and Topeka, Kansas. Editorial office: FAYETTE, MISSOURI 2 


QHIO 
N, 
° Share By 
| | Using... 
| 
fe 
ts 
Cape 
ER 
VBLICAT On 
a 


= 


, This department is a reader’s forum. Letters are welcome. 


“Advertect’ Seeks Help 


To the Editor: Here’s one for 


Ad-libbing section on a brochure |of funeral directors is dignity and 
issued by Sheppard Envelope restraint. The code of ethics which 
‘ ‘Company. The following is an ex- | guides the 12,000 members of the 
doar book! A student in the ad-| cerpt: National Funeral Directors Asso- 
vertising class at Cleveland Col- | “It still has a little of the fatu-|ciation expressly prohibits any 
lege wrote our advertising man-| ous tone which gives so many price advertising or any sales talk 
ager, Kenneth R. Davis, for data house publications an air blended | to bereaved families. 
with which he could fulfill a class of the high school cheer leader; May I also point out that the 
project. His letter opened with | and an undertaker’s sales talk.” |word “undertaker” is rapidly be- 
the following sentence: r | I think you will agree that this | ing relegated into obscurity. It was 
Would | an unfair comparison that con-|a misnomer in the first place. 
mation for a potential advertect’ tains a back handed slap at) Then by the constant characteriza- 
According to that, y oure @'| funeral directors. ‘tion of the funeral director as a 
newsatect and I’m a publitect. As public relations counsel grim, tight» lipped, somber in- 
Frank L. BRUNCKHORST, 2,800 members of the New Eng-_| dividual, the mental image created 


Publicity Manager, Bendix land Conference of Allied Funeral) was seldom favorable. Yet, even 
Appliances, Inc., South Associations I would appreciate | the briefest research would prove 
nd. 


the majority of the men and 


your cooperation and assistance in | 


unnecessary criticism. Frankly,) women engaged in this profession 
: I’d like to know just what is “an are striving to maintain a profes- 
Asks Fair Treatment \undertaker’s sales _ talk.” The | sional standing on the same basis 


To the Editor: Your Oct. 13|principles of good advertising as|as the doctor, lawyer or clergy- 
issue carried an article in the!conceived by the great majority | man. 


Morticians’ Ride 


| Your cooperation and assistance 
in presenting the funeral director 
in a more favorable manner in 
future releases would be appre- 
ciated. It can be done by avoid- 
ing meaningless, critical refer- 
ences such as this one. Not that in 
|itself this remark will do much 
| damage, but consider the hun- 
dreds of times weekly someone, 
somewhere, makes an unjust or 
unnecessary criticism of the 
funeral director and you _ will 
realize our problem. It would also 
help if you would issue a memo- 
randum that when material ap- 
;pears on this profession that the 
term ‘funeral director” or “mor- 
tician” be used, rather’ than 
“undertaker.” 
ARTHUR F. Brown, 
Brown Associates, Boston. 


Blair Clarifies Stand 
on Radio Group’s Steps 

To the Editor: Considerable 
publicity has recently attended the 
first two steps taken by the newly- 
formed National Association of 
Radio Station Representatives. 


Helping Farmers 


Save America 


When farmers were called upon to produce more food 
and found the implement stores devoid of farm machinery, 
they began swapping among themselves—a mowing ma- 
chine for a disc plow, a baler for a corn sheller and so on. 


As if by pre-arrangement, they started advertising in 
the classified columns of The Weekly Kansas City Star. 
The small-town implement dealers got the idea. They, too, 
use The Weekly Star’s classified ads to find used machinery 
and to sell it. 


Thousands of used implement ads by farmers and deal- 
ers appear in The Weekly Star—more by many times than 
in any other paper. 


Here we have evidence of farmer preference backed by 
farmer dollars. Farmers and dealers use The Weekly Star 
to solve their implement shortages because they know it is 
the only medium in the Midwest fast enough and big 
enough to do the job. 


Weekly City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


436.422 Paid-in-Advance Subscribers 


These steps were, first, to petition 
the FCC and the U. S. Attorney 
General to restrain CBS Radio 
Sales from soliciting representa- 
tion of stations which they do not 
own; and second, publishing a 
statement approving the NAB 
code. 

| Much of this publicity implied 
‘that the representatives voted 
|/unanimously on these two actions, 
‘and that all the representatives 
| signed the petition mentioned 
above. 

This was not the case. Richard 
Buckley, vice-president and man- 
ager of our New York office, who 
‘represented us at these meetings, 
| voted against both actions and did 
not sign the petition. 

We had very definite reasons for 
_our refusal to go along with the 
_ association on these two matters. 
| We have, therefore, written all of 
‘the stations which we represent, 
outlining our position. A copy of 
‘the letter is attached. We would 
‘appreciate your cooperation in 
‘making our attitude clear. 

JOHN BLAIR, 

John Blair & Co., Chicago. 

(Mr. Blair’s letter to station 
managers ) 
| I am sure that you are aware 
|of the new representative organi- 
zation, the National Association of 
Radio Station Representatives, 
| which was recently formed. While 
|I was unable to attend their meet- 


_ings, Dick Buckley has done so) 


and I have discussed each one 
with him on the phone. I feel that 
we should convey to you and to 
our other stations the position that 
we have taken on the two matters 
which the association has already 
specifically acted upon. 

The first was a petition to the 
FCC and to the U. S. Attorney 
General to intercede for repre- 
sentatives as a whole against CBS 
and the other networks expand- 
ing into the representative field 
by soliciting the representation of 
stations which they do not own 
or operate. I understand ... that 
all of the representatives signed 
this petition except ourselves and 
one other major company. While 
the vote was overwhelmingly in 
favor of submitting the petition to 
the FCC, we did not sign it (al- 
though trade paper reports imply 
that we did), for we do not fee] 
that a major segment of the broad- 
casting industry should appeal to 
a government agency and petition 
that they control competitive 
business matters. 

It is our opinion that if a spot- 
selling organization of a network 
can do a better job than the estab- 
lished representative, and if the 
station considering their appoint- 
ment is willing to place the re- 
sponsibility for all their sales ef- 
forts, other than local, in the 
hands of the network, they should 
be free to do so... 

The second point is the so- 
called unanimous adoption by the 
representatives of a statement ap- 
proving the code. This publicity is 
erroneous, since our company did 
not vote approval of the code. The 
principal reason that we did not 
is that we feel it is each station’s 
own prerogative to vote on such 
matters—not that we are not will- 
ing to advise with you and any 
of our stations concerning the 
various strengths and weaknesses 
of the code as we see them... 

I have personally taken a very 
active interest over the last sev- 
eral years in trying to develop a 
representatives’ organization, the 
sole purpose of which would be 
to help foster and develop spot 
broadcasting business, particularly 
the sale of locally-produced pro- 
grams. In this regard I am frank 
to say that those who are now 
taking such an active _ interest 
never before evidenced any real 
desire to get together on _ this 
basis. 

We have, however, confidence 
that a sound representative or- 
ganization can accomplish a great 
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deal of good for the industry as 
a whole, but I do believe that it! 
should confine its activity to mat- 
ters having to do with the devel- 
opment and promotion of spot 
proadcasting—and by uniting on 
this common ground, contribute 
substantially to the job that radio 
station representative companies 
were originally formed to do—to 
get more national business for 
staiions they represent. If the or- 
ganization were to do this job 
effectively, I don’t believe that a 
lot of representatives would be so 
concerned about the activities of 
the network spot sales organiza- 
tions. 


9.9 
‘Marmorean’ Got Him 

To the Editor: Usually I love 
every acid word that drips from 
your hydrofluoric typewriter. 

But when for two weeks run- 
ning the Creative Man makes with 
the reference to the ‘“marmorean” 
nature of bank advertising. . .| 
Well, here are a couple of samples | 


Got a home on your mind? 


SIKTH 


ning for seven years. 

Peter R. EpMONDs, 
Advertising and Public Rela- 
tions, Farmers & Mechanics 
Savings Bank, Minneapolis. 
P.S. There are a lot of other 

bankers who aren’t advertising 
under tombstones these days. I 
suppose you’ve heard direct from 
them, though. 


Says Readers Reacted 

To the Editor: Thank you for 
funning a story on our Amco 
The Voice of Time.” 

We have received many letters 
from your readers inquiring about 
our instrument and we believe 
that among them will be many 
potential customers. 

Ameo is new on the market and 
our estimates, etc., have not yet 
See, completely tabulated. How- 
tve’. the idea is taking hold with 
ver’ pleasing results. 

Eric H. LUNDGREN, 

CG neral Manager, Amco, Inc., 

kland, Cal. 


od Joe’ Wins Trophy 
the Editor: Enclosed is a 
Dic tre of the Knowlton Parker 


Yo. Ly, an award offered to mem- | 
of the Midwest Advertising | 


utives Association for the 
*€s' advertising idea submitted at 
emi-annual meeting. 


'¢ Times and Morning Advocate, 
1 Rouge, La., once by the Des 


of a campaign we have been run- 


Tie trophy was won once by | 
€ 


Moines Register and Tribune, and 
twice by the News-Press and Ga- 
zette, St. Joseph, Mo., which now 
retains permanent possession of 
same. 

The idea which won the trophy 


|'was a 52-week, six to eight col- 


umn advertisement featuring 
“Good Joe,” the emissary of good 
will from St. Joseph. 

“Good Joe” is pictured in a 
variety of characters publicizing 
major events in St. Joseph, such 
as the Horse Show, the Rodeo, the 
opening of basketball season, track 
meets, etc. The campaign amount- 
ed to over 100,000 lines and was 
over-subscribed by 101 merchants. 

KNOWLTON PARKER, 

Business Manager, St. Joseph 

News - Press and Gazette, St. 

Joseph, Mo. 


|issued by Don McNeill. From the 


It's Nice Work | very beginning of the Breakfast, copies in 1944 and 1945. 
To the Editor: You will receive | Club in 1933, Don has never been Frep F. MONTIEGEL, 
within a few days an advance|@ble to meet the demands for re-| Editor, Don McNeill Enter- 
copy of the 1947 Breakfast Club | Prints of Memory Time poems and | _ prises, Inc., Chicago. 
Yearbook with Don McNeill’s| copies of Inspirational Chats he | 
compliments. This 64-page book | has been reading over ABC’s pop- | 
will be distributed by mail be-| ular morning radio program. | 
ginning Oct. 27. It sells for one| Eight years ago he started pub-| 
dollar and to date 52,000 orders | lishing the most popular readings 
have been received from Break-/|in booklet form. This paper-cov- 
fast Club fans. ered booklet, “Memory Time,” sold 
Theme of the 1947 book is the| out five editions (a total of 25,000 
adventures of an imaginary fam-| copies) before he brought out his 
ily—Mr. and Mrs. B. C. Fann—in| first illustrated case-bound book 
attending a broadcast for the first|in 1942. Titled “The Breakfast 
time. After the program they are|Club Family Album,” this volume 
taken behind the scenes, intro-|ran to three editions and 91,000 
duced to the cast and families of| copies before paper quotas were| 
each member, and are given a/exhausted. “Don’s Other Life,” | 
peek at the fan mail. exposing the private life of the| 
This is the fourth publication | Breakfast Club emcee and written | 
by Kay McNeill, sold 134,000 


2/2 BILLION DOLLAR 


POULTRY —" MARKET 


POULTRY dealer 


Pioneer Business Paper Serving The Poultry Industry 


BURRIDGE D. BUTLER, Publisher 


1230 Washington Bivd., Chicago 7, Mlinois 
Write on Business Letterhead For Morket Dota Folder 


It’s the kind of sales-action indicated above that makes The Sun rate high in the adver- 
tising plans of manufacturers who seek consistent and low-cost results in the highly 
competitive New York area. Take a tip from merchants who know this market best. Do 
as the department stores do. For 24 consecutive years they have placed more advertising ee tae 
in The Sun than any other morning, evening or Sunday newspaper. It’s a sales story the aed 
stores themselves have written for The Sun based on performance. fae Mi 


*John Wanamaker advertised this 
$10.95-$50.00 luggage exclusively 
in The Sun. Size was 4% page. 
Crowded department despite all- 
day rain. Many sales observed. 
Many customers bought several 
pieces. 


*Lane Bryant advertised this $12.95 
dress exclusively in The Sun. The 
size was 112 lines by 2 columns. 
Department was mobbed. Dress 
sold extremely well for two days. 
Clerks hard-pressed handling 
sales. 


NEW YORK 
Represented in Chicago, Detroit, San Francisco and Los Angeles by ‘Pes ‘ 
Williams, Lawrence & Cresmer Company; in Boston, Tilton S. Bell. daft hey 


* Reported by The Retail News Bureau. a 
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OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There’s untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 
Reach this big buying public through 
the Negro press. For information write 
interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America’s 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information, 


\Nabisco Schedules 


‘November Bran Drive 

Starting this month, National 
Biscuit Company, New York, will 
launch an intensive campaign for 
Nabisco 100% bran. The “double 
your money back” offer of last 
spring will be repeated in the Nov. 
16 issue of This Week Magazine. 
Other full color magazine copy 
will feature the product for muf- 
fins and as a cereal. 

On Nov. 6 and 20 Nancy Sas- 
ser’s Buy-Lines will highlight the 
| product in 73 leading newspapers. 
| Newspapers in other cities not 
|covered by the Nancy Sasser col- 
‘umn also will be used. 


* 


5,433,574 People 
REMEMBER what 


they hear on 


PHILADELPHIA'S PIONEER VOICE 


Basic MUTUAL 


m Represented nationally by EDWARD PETRY & CO. 


Advertising Age, November 3, 1947 


WOR, Boosting | 
Budget, to Buy 
= 

Rivals’ Time 
| New York — WOR, one of the 
most promotion-minded stations 
a long time good customer for 
other media, will begin using 
radio early next year. 

The station plans a spot cam- 
'paign on nearby stations to plug 
‘its programs in light listening 
‘areas. Set to break in February 
is a six weeks’ test series of one- 
minute announcements over Jer- 
sey City’s WNJR. Later other sta- 
tions may be added in selected 
areas in New Jersey where BMB 
indicates that WOR’s coverage 
'shows room for improvement. 
| This year’s promotion expendi- 
tures are expected to total be- 
tween $130,000 and $150,000—an 
all-time high for the Mutual net- 
|work station. WOR also believes 
‘this to be a near record for any 
outlet in the country. 

The estimated figure for the 
year does not include barter 
arrangements, a specialty of é 


Look whet you get 

servings in ott) 
in single pound of = ff 
De! Monte Prunes 


Watch for grocers’ features of these fruit specials 


Del Monte Dried 
it’s only 


Fruits and Raisins are great values now So 
natural to fied grocers everywhes 


night away 


tion made a barter contract with 
a milk firm—time in exchange for 
a mention on a bottle collar. 
WOR also spends a_ sizable; STORY OF VALUE—California Packing Corp. opens its campaign for dried 
‘amount of its own time—approxi-| fruits and raisins with this color page in the Nov. 3 Life. The prune copy will 
|\mately two and a_ half hours | be followed by a color page for raisins in the Dec. 8 Saturday Evening Post. 
| weekly—advertising its name per-| 
formers and programs. ‘Names Van de Loo V.P. 
Station officials say the promo-| J. G. Van de Loo, formerly as- 


Creamer. While barter deals are ’ 

normally with newspapers, car 

card companies and others, WOR Dal DRIED FRUITS 
rarely misses a bet. Once the sta- AND RAISINS 


Rothenberg Joins Dane 
Arthur Rothenberg, formerl) 


tion program is paying off. Net) sistant manager of customer rela-|with Roland Studios and Look. 


time sales for the first nine months tions division of R. G. LeTour-|has joined Maxwell Dane, Inc. 
‘of this year are 6.6% ahead of ’46,| eau, Inc., Peoria, Ill., has been|New York agency, as art director 
. "appointed vice-president of An-|Tagil of New York, mail orde 


The Chicago Tribune Charities, lnc. and 


Outboard Boating Club of America 
Present the World's Greatest 


EXH 


[\\S 


+ A 


The Only Chicage Show Approved by 
OUTBOARD MOTOR MANUFACTURERS’ ASSOCIATION 


OUTBOARD BOAT MANUFACTURERS’ ASSOCIATION 


iIBIT © 


t 


ORTS, TRAVEL and 


THE WALK-AROUND SHOW WITH THE 


AD AND PROMOTIONAL CAMPAIGN IN SHOW HISTORY 


Experienced show management, im- 
proved exhibition facilities and service. 
3 magic miles of Marine, Sport, Resort 
and Travel Exhibits. 
Every type of outdoor equipment and 
service will be exhibited at this great 
10-day “World’s Fair” of the Recre- 
ational Industries. 


DECIDE TO EXHIBIT NOW! RESERVE YOUR SPACE TODAY! 
WRITE, WIRE OR PHONE FOR FULL DETAILS 


INTERNATIONAL SPORTS, TRAVEL and BOAT SHOW 


Show Offices: 127 N. Dearborn St., Chicago 2, Ill., DEArborn 0442-0916 
F. W. (NICK) KAHLER, GEN'L MGR. 


FEB. thru MAR. 
NAVY PIER 


_ at the 10th Annual International 


Feature events. 


| drews Agency, Milwaukee. He will | fashions, has appointed the agency 
|continue to serve his former com-|to handle advertising. Magazines 
|pany as account executive on the|and Sunday sections of newspa- 


| LeTourneau account, ‘pers will be used. 


| 3rd Largest on the Pacific Coast... 
| 


METROPOLITAN OAKLAN 


(Alameda County) 
TOTAL 1946 
RETAIL SALES ........$925,307,000 
POPULATION ..............744,600 


Sales Management, Survey of Buying Power — 1947 


CHICAGO 
BOAT SHOW 


GREAT MEDIUM 


TOTAL NET PAID 
CIRCULATION 


DAILY .. 147,308 


MOST COMPREHENSIVE 


A. B. C. Publisher's Statement aS 
March 31, 1947 


WILLIAMS, LAWRENCE CRESMER | 
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Canada Agencies 
List $52,000,000 

Billings in “46 

Toronto—Canadian advertising 
agencies last year had total bill- 
ings of $52,100,000, up 19.4% over 
their $43,600,000 in billings the 
year before, a report by the Do- 
minion Bureau of Statistics has re- 
vealed. The report covers 57 
agencies, 

On their 1946 business, it is 
shown, the agencies grossed 
$8,400,000, or 16.2%. In 1945 they 
grossed $7,100,000. This amount 
in commissions and fees repre- 
sented 16.4% of the billings. 

Of gross revenue in 1946, $5,000,- 
000 was spent for wages and sala- 
ries, up 22% from 1945. The 
agencies’ staffs meanwhile 
creased from a total of 1,561 to 
1,816.. Of the $52,100,000 billings 
last year, only $90,114 was for 
market surveys. 


5 Do 43.3% of Billings 


The bureau reported that 61.2% 
of the billings was for space in 
publications, 6.4% for other visual 
advertising (outdoor, car cards, 
skywriting, etc.); 14.1% for art 
and mechanical charges, and 18.3% 
for radio advertising. 


‘Harvey & Howe Promotes 
Two and Adds Two 


Glenn Mills, on the Chicago | 
| sales staff of What’s New in Home | 
| Economics, published by Harvey & | 
|Howe, Inc., has been appointed | 
| western sales manager, with head- | 
quarters in Chicago. Gus A. 
|Ahrens, formerly on the New 
| York advertising sales staff of Ad- 
|vertising Publications, Inc., and 
|S. S. Scranton have joined 
| eastern sales division, with head- 
|quarters in New York. 
| W. S. Harvey Jr., president of 
|Harvey & Howe, and publisher of 
What’s New in Home Economics, 
will act as general sales manager. 


PERFECT DISTRIBUTION 


Advertisers always get a good deal in the South Bend, 


Indiana market. Distribution here is complete and con- 
trolled. In the food field, five wholesalers cover the entire 
market. In the drug field, one wholesaler and five chains 
handle distribution. “Test Town, U.S.A.” has everything 
you need for accurate and decisive tests. Write today for 


free market data book that gives all the facts and figures. 


Issues Advertisers Kit 


Better Homes & Gardens, Des 


Moines, has prepared a leather 4 
merchandising portfolio for ad- 11 ‘4 
vertisers. The kit contains two 

|tions for filing material concern- Gribune 

‘ing the eight standard merchan- 
|dising programs, and the other 


| with eight tabbed sections and file 


| space for 14 of the special for-sale STORY, BROOKS & FINLEY, INC. «+ NATIONAL REPRESENTATIVES 


| merchandising aids. 
| 


Five Canadian agencies last year | 
did more than $2,500,000 in bill- | 


A complement to her charm... 


ings, and their total was $22,- 
600,000. Twelve doing $1,000,000 
to $2,500,000 had total billings of 
17,200,000; 10 doing $500,000 to 
1,000,000 totaled $6,800,000; 19 in 
the $100,000-$500,000 class did 
$4,700,000, and 11 doing under 
100,000 in volume totaled $609,000 
in billings. 

Comparable figures for 1941 
or 49 agencies were: billings, $29,- 
00,000; commissions, fees, etc., 
4,800,000; wages and_ salaries, 
2,700,000. 


BS-WGST Suit 

s Dismissed 

ATLANTA — Judge Marvin E. 
Inderwood of the U. S. District 


‘ourt has dismissed the suit of the 
egents of the University System 


f the State of Georgia against | 


he Columbia Broadcasting Sys- 
em, Liberty 
oration and George B. Storer, 
resident of the latter. 


This action was taken by the 


ourt after all parties agreed to 
} settlement whereby CBS will | 
ign an affiliation contract with | 
VGST, the regents’ station, effec- | 
ive Sept. 26, 1947, through Sept. | 
7, 1948. After that time Co- 
umbia. will be free to select its | 
Atlanta affiliate—choosing either 
NWGST or WGA, owned by the| 
iberty Corporation, whose at- | 
mpt to affiliate with the network | 
rought about the suit. 


Four A’s Elects | 


The New York Council of the | 
merican Association of Advertis- 
ig Agencies has elected Robert D. | 
Holbrook, president of Compton | 
Advertising, as vice-chairman. He 
icceeds Gordon E. Hyde, president | 
Federal Advertising Agency, 
no has been elected chairman of | 
l¢ council’s board of governors, | 
Placing Harold B. Thomas, who | 
Signed upon leaving the agency 
Usiness to reenter the drug field 
AA, Oct. 13). Joseph R. Busk, 
“ecutive vice-president of _Ted 
fates, Inc., has been elected a gov- 
‘hor to fill the vacancy on the 
*ard left by the resignation of 
'. Thomas. 


Ppoints Schreiber 


Norman B. Schreiber, Chicago 
dustrialist, has been appointed 
‘“irman of the board and gen- 
fal anager of General Engineer- 
‘8 & Mfg. Company, St. Louis, 
“nufacturer of air conditioners, 
achine tools and related prod- 
Willard R. Vogel has re- 
shed as vice-president and gen- 
al manager. 


Broadcasting Cor- | 


compliment son godt! 


The world’s most widely 
known products 

are advertised in 

the world’s mos twidely 
magazine 


The Chanel, Inc. advertisement pre- 


pared by Harold F. Stanfield Ltd., 
Montreal, Canada, for The Reader’s 


ory STANDARD BRANDS, WATERMAN — these 
names you know well are rapidly becoming 
better-known in other countries, too . . . through 
their advertising in one or more of the 14 Inter- 
national Editions of The Reader’s Digest. 


These advertisers use The Reader’s Digest because 
they know that its International Editions: 


e@ Reach more than 3 million good customers in 42 
countries 


e Influence the leaders in every country 
e@ Speak in the language of each country—a cardinal 
principle of export 


An ever-growing magazine in a growing world 
market, The Reader’s Digest offers American ex- 
porters a strong voice in export markets. 


a compliment to her taste! 


The Reader’s Digest in French (Canada) . . . 


Net paid guaranteed circulation 100,000 . . . most widely 
read magazine in French-speaking Canada, reaching 
good customers at rates as low as $4.50 per thousand. 


Published also in English (Australia, Canada, 
South Africa), Spanish, Portuguese, French (France, 
Belgium, Switzerland ),Swedish, Norwegian, Finnish, 
Danish, and Japanese editions. 


For rates, list of advertisers and other information, ad- 
dress: The Reader’s Digest International Editions, Inc., 
500 Fifth Ave., New York 18, N. Y., LAckawanna 4-0900; 
or 333 N. Michigan Ave., Chicago 1, Ill., DEArborn 8331. 


International Editions of 


The READER’S 


The international market place... \ 
where good customers meet good products ~~ 
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THE “THIRD 


Your advertising will do the most crops, contributed $2,472,071.65 to 


good when it is directed toward Youth Service in their communities, 


people of energy, action and enthu- _ sponsored 3,195 Boy and Girl Scout 


siasm. Last year, member-readers and Campfire organizations and 


of The Kiwanis Magazine spon- gave vocational guidance to 209,969 


sored 1,499 public forums, sold _ boys and girls. For further informa- 


$32,692,756.24 worth of War Bonds _ tion on how to enlist this organiza- 


and Stamps, guided 314,807 return- _ tion in your behalf, write for brochure 


ing veterans into civilian life, se- that describes America’s commun- 


° cured 28,592 workers for harvesting 


PUBLISHED FOR COMMUNITY LEADERS 


ity leaders. 


ILLINOIS 


520 NORTH MICHIGAN AVENUE ¢ CHICAGO 11, 


000,000 new cars before the end of 


9,000,000 Autos 
Needed by 1949, 
Survey Discloses 


New YorK—A demand for 9,- 


1948 by 41% of all present auto- 
mobile owners is shown in the 
llth national automotive survey 
released recently by Crowell-Col- 
lier Publishing Company. 

The survey, conducted last 
April, showed that Chevrolet, 
which now has 22.8% of all cars 
on the roed, is the preference of 
24.4% of all potential purchasers, 
and that there is an increased de- 
mand for Buick, Pontiac, Olds- 
mobile, Chrysler, Studebaker, De 
Soto, Cadillac and Mercury. Fifty 
per cent or more of the present 
owners of Chevrolet, Oldsmobile, 
Buick, Pontiac and Chrysler in- 
tend to buy the same make when 
they purchase again. 

A widespread resistance to cur- | 
rent car prices was revealed in| 
the survey. “Present prices have | 
caused 45% of today’s prospective 
customers to postpone buying,” 
the survey says. “Cheaper cars 
are hopefully expected by 60% of 
all those who plan to buy in 
1948.” Approximately one-third 
of all those planning to buy a new 
car in 1947 or 1948 say they would 


buy a new low-price car (under 
$1,000) if it were manufactured. 


x WISCONSIN HOMETOWN DAILIES 


NEW CORNERSTONE 
FOR ADVERTISING 


DIMENSION” 
OF 


NEWSPAPER EVALUATION 


To explain that advertising is “intangible” is out 


of date. The ghost has been captured. applecart. 


Newspaper advertising is measurable. It’s solid, For example: 


J not fiat. 


To prove it, Wisconsin Hometown Dailies have con- 
} ducted a thorough self-analysis of their own reader- 
| ship. Trained Medill School of Journalism inter- 

viewers personally cross-examined 1222 readers. 


They put the finger on READERSHIP — who, 
what, why, how, when, where. 


The answers will reach you soon in a short-short 


> 


All Business 
Is Local 


illustrated book loaded with facts that upset the old 


—Readership of smaller local newspapers is so 
intensive that it can more than offset the appar- 
rent milline rate advantage of a large circula- 
tion newspaper. 
—Three typical Wisconsin Hometown Dailies 
scored highest among 50 newspapers all over 
the U. S. in readership by women. 
Every sales and advertising man will have his eyes 
opened by this report. Watch for it. 


3 out of 4 Wisconsin families live outside Milwaukee County. 
You reach nearly 80% of them through the well read ... 


| WISCONSIN HOMETOWN DAILIES 


COVERING THE RICH WISCONSIN HOMETOWN MARKETS 


212 FOURTH STREET + 


RACINE, WISCONSIN 


Copsright 1947 
Wisconsin Hometown Daily Newspapers 


Appoints Randle 
The average passenger car on | 
the road today is reported to be a |advertising department of Hud- 


las associate copy director in the 


Vovemober 


Advertising 


ge, 


TEST KITCHEN—Standard Brands’ new mobile testing unit, now touring New 

York City and soon to cover Long Island, Westchester County and New Jersey, 

invites consumers to test many of the company's products on the spot and 

express their flavor preferences. The company says the idea is proving “highly 
popular with the public." 


seven-year-old 1940 model with 
an average mileage of 58,000. Most 
of today’s Chevrolets, Fords, 
Plymouths, Buicks and Dodges— 
five of the seven most popular 
makes—were purchased by their 
present owners as_ second-hand 
cars, the survey shows. 


Launderette Open 
National Drive 


New YorK—A series of ful 
column ads in nine magazines la 
month started Telecoin Corpora 
tion’s new campaign boosting in 
dividual owners of ‘Launderette 
self-service laundry stores. 

Almost simultaneously, 300-li 
newspaper insertions in 500 citig 
where Launderette stores are | 
cated will initiate local drives 
increase business for the stores 

A monthly kit of display m: 
terial will go to each store in t 
group until the campaign win 
up next spring. In addition, ; 
eight-page, slick paper month 
called ‘“‘Launderette News” will 
used to carry sales pomoti 
ideas. 

Cowan & Dengler is the agen¢ 


Jack H. Randle, formerly in the 


son’s Bay Company, Vancouver, 
B. C., has been appointed account 
executive in the Vancouver office 
of Spitzer & Mills Ltd. 


Takes Teaching Job 


Norman F. Elliott has resigned 


Chicago office of N. W. Ayer & 
Son to become assistant professor 
of journalism of the Medill School 
of Journalism, Northwestern Uni- 
versity, Evanston, Il. 


SEE HOW 
YOUR PRODUCT RATES IN 


THE ST. PAUL HALF OF THE 


MARKET 


YOUR PRODUCT and 1,535 others are reviewed in the big,« 
175-fact-filled-page edition of the St. Paul Dispatch-Pioneer Pres> 
1947 Consumer Analysis. You need this information for your 


1948 campaign planning. 


it will be helpful if you mokg your request on your business letterheod 
Notional Advertising Department 


ST. PAUL DISPATCH-PIONEER PRESS 


St. Paul 1, Minn. 


RIDDER-JOHNS INCORPORATED 


342 Madison Ave.. New York Wrigley Building. Chicago Penobscot Building. Detrott 


ST. PAUL DISPATCH-PIONEER PRESS 
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ize ge, November 3, 


WASHINGTON—Department store 
sales in the week ending Oct. 18 
were about 1% over the same week 
a year ago, the Federal Reserve 
Board has reported. They were 
down slightly from sales the pre- 
vious week. 

Only the fact that Newark and 
New York were affected by a 
truckers’ strike a year ago pre- 
vented the U. S. department store 
figure from showing up as a loss 
for the latest week covered. Gains 
of 31 and 25% in New York and 
Newark, respectively, were far 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Oct. 18, ’47* . p298 
Week to Oct. 11, ’47* .303 
Week to Oct. 4, ’47*..327 
pen Week to Oct. 19, ’46*. .295 
Week to Oct. 12, ’46*. .281 
> Week to Oct. 5, '46*..277 
of full *Not adjusted seasonally. 
rines la pPreliminary. 
Corpord 
sting in 
ndereti@above any of the few other gains 


8 reported; most cities showed losses 
300-limfrom the corresponding 1946 week. 
500 citiThe Boston district had a 14% 
s are |l@loss, led by 20% sales declines in 
drives @Providence and New Haven. 
stores The sales index, based on 1935- 
play m#39 unadjusted weekly dollar vol- 
yre in t¥jume, dropped from 303 to 298 for 
gn winggthe Oct. 18 week. 
jition, @ Sales in the six weeks from 
monthigSept. 13 through Oct. 18 this year 
s” will @Miffer curiously from those in the 
pomoti@ame period of 1946. Throughout 
he first eight months this year, 
1e agen@™ales in each week corresponded 


losely to those of the 1946 week. 
But where last year the sales index 
tropped from 293 for the Sept. 14 
week to 257 by the end of that 
nonth and then rose to 295 in 
1id-October, this year the index 
ose from 291 Sept. 13 to 327 at 
he end of the month and then 
tropped to 298. 

Last year the sales index 
tropped steeply in the final two 
reeks of October and thereafter 
ose greatly each week, hitting 
32 in the week ending Dec. 20. 
Yr.-to-Yr. % Change 


1947 Wk. to 
‘ederal Reserve Jan.- Mo. Oct. 

istrict and city July Aug. 18 

NITED STATES. 9 —6 1 

oston District ... 10 —9 —14 

New Haven ..... 4 —18 —20 

Springfield ..... 5 
Providence ..... 4-—10 —20 

ew York District. 9 —9 23 

4 —13 25 

10 —13 5 

Now ZOrk .....> 8 31 

Rochester ...... 11 —7 —7 

13 —16 —11 
hiladelphia Dist.. 12 man 1 
Philadelphia 11 —4 2 

leveland District. 10 

444004404 6 2 

Cincinnati ...... 9 —10 1 

N Cleveland ...... 9 —10 —2 
Columbus ...... 7 —12 | 

Pittsburgh ..... 9 —10 —4 
ichmond District. 4 —11 --4 
Washington 2 —4 

Baltimore ....... 5 —15 —4 

tlanta District... 5 —5 
Birmingham .... 5 —-4 0 

12 6 —7 

2 —7 —9 

New Orleans .... 10 —3 —2 

Cage District... 12 

r Pres> Cianapolis 6 —13 1 
r your 12 —3 3 
Milwaukee ..... 6 —ll —5 

Louis District. 8 —10 0 

Rock ..... —l —14 —5 

“Ouisville ...... 11 —-s —6 

terheod 9 —1l11 1 
Memphis ........ 4 —18 1 

inneapolis Dist... 12 1 
Minneapolis .... 8 —2 

“Uluth-Superior. 13 1 

City Dist.. —5 —3 

ding, Oct BDenver ......... 11 img 
hes 3 —13 

Aansas City..... 9 —9 0 

| Ss t. Joseph ...... 9 —6 5 
RE homa City.. 3 —6 —11 


Federal Reserve Figures on Department Store Sales 


Dallas District... . 5 —6 ---4 
1 —9 —2 
Fort Worth ..... 7 —4 1 
San Antonio .... 6 —4 —3 

San Francisco Dist. 7 1 0 
Los Angeles Area 8 4 —5 
4 1 12 
San Francisco .. —-2 
Portiand ........ ii 2 18 
Salt Lake City.. 8 5 8 


r—Revised. 
*—_Not available. 


Appoints Wimpenney 

William B. Wimpenney, formerly 
treasurer and a director of Abbott 
Laboratories International Com- 
pany and of Abbott Laboratories 
Export Corporation, has been ap- 
pointed director of export opera- 
tions of Sharp & Dohme, Inc., 
Philadelphia drug manufacturer. 
He succeeds Reginald F. Chutter, 
who has resigned. 


Ad Council Mails 
‘Heritage’ Guide 


New YorK—The Advertising 
| Council is mailing to national ad- 
|vertisers and agencies more than 
| 8,000 copies of a campaign guide 
\featuring the American Heritage 
theme, which is designed to re- 
| awaken Americans to their rights 
and duties as citizens. 
| Suggested ads are included for 
| magazines, newspapers, outdoor, 
/car cards, and local rededication 
/week celebrations. ‘Freedom Is 
Everybody’s Job” is emblazoned 


cover. 

Advertising agencies serving as 
volunteer task forces upon the 
council’s creative committee are 
Newell-Emmett Company, Ken- 
yon & Eckhardt, Leo Burnett Co., 
Walter Weir, Inc., William Esty & 


livan, Stauffer, Colwell & Bayles, 
J. Walter Thompson Company, 
and Batten, Barton, Durstine & 
‘Osborn. William B. Potter, direc- 


upon a patriotically tri-colored 


'Co., Foote, Cone & Belding, Sul-| 


‘tor of advertising operations for | 
'Eastman Kodak Company, is the | 
‘volunteer coordinator, with Allan | 
M. Wilson serving as the — 
cil’s staff executive and Helen | 
Crabtree as assistant staff execu- | 


tive. 
| 


Sullivan Joins Roy 


Carroll F. Sullivan, regional 
manager for the Pacific Coast area 
of the Plymouth division of Chrys- 
‘ler Corporation, has joined Ross 
Roy, Inc., Detroit, as assistant to 
the president. 


Appoints McMenimen 

| H. N. McMenimen Jr., formerly 
| general manager of the automotive 
|division of Reynolds Metals Com- 
| pany, has been appointed sales as- 
| sistant of Woodall Industries, De- | 
troit. 


Columbia Rings to Hicks 

Axel Bros., New York, has trans- 
ferred advertising on Columbia 
|diamond rings from Hirshon-Gar- 
|field, New York, to Lawrence | 
|Boles Hicks, New York. 


NEW JERSEY'S FOURTH LARGEST MARKET 


A 


CANNOT BE SOLD 


FROM THE 


OUTSIDE 


The BAYONNE Times is the only newspaper 
that can sell this wealthy New Jersey market, 
home of over 100 diversified industries. Send 
for the new BAYONNE TIMES 1947 Market Data 
Book and find out why Bayonne has become 


| atest market for many National Advertisers. 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 MADISON AVE, NEW YORK © 228 W. LA SALLE ST, CHICAGO 


Check the following 


This equipment is manufactured especially 
for Automatic Projection Corporation by: 


SYLVANIA ELECTRIC PRODUCTS INC. 


ELECTRONICS DIVISION 


You owe it to your audience and your budget to see this 


new sound slidefilm unit. 


If your program is training, selling or teaching, this 
new compact equipment is designed to give maximum 
performance with more light on the screen, less heat, 


higher quality sound than any machine available today. 


features with your requirements: 


Light weight, 22 pounds—latest improved Viewlex 
projector—plays 16 inch records—turntable speeds of 78 
and 33-1/3 RPM—microphone attachment—push button 
control from any distance — “film protecting” frame 


change—lens easily accessible for cleaning—available with 


NEW SOUND SLIDEFILM UNIT! 


2 or 5 inch lens—slotted film can for 5 second threading— 


patented rapid frame changer with no damage to film— 


projects 35mm slidefilms or 2 X 2 slides—new one ounce 


pickup arm—highest quality loud speaker—national net- 


work of service offices. The case is smart and modern in 


design—the whole unit is not much larger than a portable 


typewriter. 


AUTOMATIC—This new Soundview 
is equipped with the special auto- 
matic feature allowing the machine 
to operate itself—no operator and no 
audible signal on the record. 


Ask your dealer for a demonstra- 
tion or write to: 


SOUNDVIEW 


A Product of Automatic Projection Corporation 


131 WEST 52nd ST., NEW YORK 19, N. Y. 


ond 
= 
| 
~ 
one 
ng New 
pot | 
| = 
| 
| 
| 
| 
| 
| 4 
' 
a 
' 
' 
' 
' 
H 
} 


= 


vu 


Appoint Botsford 


Hobbs Battery Company, San 
Francisco, and Pacific Grape 
Products Company, Modesto, Cal., 
marketer of Dainty-Pac frozen | 
foods, have appointed Botsford, 
Constantine & Gardner, San Fran- 
cisco, to handle their advertising. 
A campaign for Hobbs will in- 
clude space in Sunset, western 
farm papers, 
and 24-sheet posters. 


Hudnut Drops 
Sablon Program 


trade publications | 


|Sales Company, a subsidiary of 
William R. Warner & Co., last 
week. This 15-minutes of Sun- 
day evening CBS air time was 
New YorK—Like his competitor bought through Kenyon & Eck- 
“Lady Esther,” “Richard Hudnut” hardt. Columbia has signed 


is through with network radio for |Hoagy Carmichael, who lost a 
while. 


/sponsor himself this spring when 
Jean Sablon finished up his|Luden’s, Inc. dropped his show, 
singing chores on behalf of the|to fill the spot on a sustaining 


hair preparations of the Hudnut| basis. 
Officials of the cosmetics firm, 


'denying that the Sablon show was 
discontinued because of a drop in 
‘sales, say figures for June and 
CA July of this year topped those for 
WZ the same period last year. Part of 


money saved on the cut in 


‘in an expanded magazine cam- 
|paign, the details of which have 
|not been announced. K&E is 
handling the drive. 


To Wildrick & Miller 


Wildrick & Miller, New York, 
appointed Edward F. Ramsteck 
|art director, and Kenneth C. Webb, 


/radio expenditures is to be used | 


Ad 


| $425,000,000. 
Canadian Pulp, Box car shortages may Cause 


Paper Industry trouble again this winter, the as 


|sociation chief warned, not only 
. with outgoing traffic but with 
Dominates Exports Vii: incoming supplies for the 
MontTREAL—The dominion’s pulp industry. 
/and paper industry accounted for | 


45 cents of every dollar received | 
for exports to the United States OPens Personnel Bureau 


‘during the first eight months of | Victor J. Humbrecht Jr., 


1947, R. M. Fowler, president of 
the Canadian Pulp & Paper Asso- | 


lor- 
merly advertising director of Ajax 
Electrical Company, Philadelphia. 
has opened the Advertising Per. 


(Co 


jon. 


ciation, told the Canadian Club/sonnel Bureau in Philadelphia 4 2 
here. The bureau specializes exclusively 
Total exports during the period,|in placement of advertising, sale,promotic 
he said, amounted to $645,000,000,| Promotion, public relations anqfMhe const 
with pulp and paper accounting publishing personnel. ng —_ 
for $293,000,000. Newsprint rom 
amounted to $188,000,000, or 29% WCMW Names Taylor §, 100% 
of the total. J. Leonard Taylor, formerlyfreases 
Pulp and paper have headed the | ™@naging editor of Canton’s Pub-Mhore an 
| list of Canada’s peacetime manu- | lic Opinion, Canton, O., weeklyMause Op 
facturing industries since 1923 j magazine, has been named _gen- was cut 
»>}eral manager of Station WCMW. 
| Mr. Fowler said. Gross value Canton. Also, thr 
the industry’s 1947 production is were 
expected to amount to $700,000,-| Lqnham Joins Davis imber-d 


000. During the past year, he| keeping 


Arden Lanham has joined Davis armers 


‘formerly with Abbott Kimball added, the industry’s purchases of |& Co., Los Angeles agency, as ar! 
‘Company, production manager. services, supplies and labor totaled | director. yr: tra 
| mong 
ial con 
he first 
ion—we 
FREE PETERS 
ector, r 
ision, CG 
IS FIRST IN THE HEART OF ILLINOIS ARE PROUD OF eg 
arl Tal 
rances 
100% greater 20% greater \lyce D 
night-time coverage day-time coverage THE STATIONS og ie 
an 
With FCC approval of 5000 | Optimum tower height (.625 Revion. 
watts full-time and improved | wavelength) and improved y, HEY REPRESEN] ; 
transmitter location, construc- | ground conditions at WMBD’s 
tion is now in progress to assure | new transmitter location pro- Still tl 
WMBBD even more Plus-Power ) vides further assurance of a xperime 
where it counts. WMBD’s | in Illinois. 
night-time coverage area blan- | ese technical improvements = i 
hould i by 20% nage in 
keting Peoriarea should be at | y omparec 
| The Peoria market, of course H. I. J 
creasing the definite bonus- | 
|. — reported by Sales Manage- | he news 
audience proven by all current | ment as the nation’s No. 1 A. . AN And naturally, we're proud that so many JB: “ND 
surveys. Thus, WMBD soon | radio test city — has long been | & a ” \ e big a 
will give “bonus coverage” of . dominated by its pioneer radio =, . Free & Peters-represented stations recog- fRealizatio 
its established bonus-audience. station, WMBD. usiness— 
¥ nize the solid values afforded them by presen- — in 
mall tov 
' tation of their data in Advertising Age's 1947 find adve 
) the sn 
First in Poorleves | | Peoria, Consumer Market Data Book. ha! 
| ‘ ications 
CBS AFFILIATE 5000 WATTS ’ | rand n 
; be 
Edgar L. Bill, President e Charles C. Caley, Exec. Vice-Pres. @ Free & Peters, National Representatives trill 
Bowle 
This is a basic source of information to which thousands of space and time buyers turn when oe 
they begin to consider markets for the products and services they are merchandising. In shing C 
> ' . oun & 
Advertising Age's Consumer Market Data Book they find all the indices of buying power, desu 
conveniently and logically arranged for national, state, or local markets. They find it easy o. Ww 
a 
to compare one market with another. unter § 
otion, 
For information about the markets covered by the following Free & Peters-represented ra- e Ganr 
dio stations, and information about the stations themselves, reach for your copy of Adver- 7 ph 
tising Age's Consumer Market Data Book: urnett / 
WCSC—Charleston, S. C. WAVE—Louisville, Ky. ecome 
WIS—Columbia, S. C. WTCN—Minneapolis-St. Paul 
KRIS—Corpus Christi, Tex. WMBD—Peoria, Ill. rviceme 
WHO—Des Moines, lowa WPTF—Raleigh, N. C. 
WDAY—Fargo, N. D. WDBJ—Roanoke, Va. st mers 
KXYZ—Houston, Tex. KIRO—Seattle, Wash. 
KMBC—Kansas City, Mo. WFBL—Syracuse, N. Y. Dec list. 
rappin 
id 
Advertising Age's Consumer Market Data Book always should be the first place you illoug 
| R. Ser ; look when you have any kind of market research problem. Its 492 pages are packed Brandt 
. 1947 ee aa with the kind of facts you need for intelligent market appraisal. Hundreds of media + wy 
present the basic facts about their services there, too. Keep your copy within easy ita 7 
Qin 
reach all the time! Weration 
rector, 
build volume sales in ’48 PACKAGING PARADE Advertising Age bins Bi 
your sailing CONSUMER MARKET DATA BOOK: 
100 EAST OHIO STREET, CHICAGO + 330 WEST 42nd STREET, NEW YORK 
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Brand 
Only 
{Names Test Perks 

ecu fp in 2nd Week 
trom Pade 1) 
lelphia, ion. 
All advertising, counter and 
yindow displays and other bits of 
g, saleqpromotion were keyed directly at 


he consumer. Stores were report- 


1s and 

ng increases in business ranging 

rom 25% in one instance to “close 
‘lor o 100%” in another. These in- 
ormerlyfreases were considered all the 
*s Pub-Mmore amazing by merchants be- 
weekly use oppressively warm weather 
£en-Bvas cutting into normal sales. 
NCMW, Also, threats of forest fires, which 

were sweeping New England’s 
| imber-dry countryside, were 
[Keeping at home many of the 
armers in this 55,000-population 
‘Bural trading area. 

Among those speaking at spe- 

ial consumer  schools—believed 

he first of their kind in the na- 
aa ion—were Ann Olson of Nash- 


elvinator; A. J. Norris Hill, di- 
ector, retail trade extension di- 
rision, Good Housekeeping; Ruth 
asa Emollosa, New York Times; 
arl Tamm, Rudolph Wurlitzer; 
rances Cardell, Warner Brothers; 
Alyce Dunshee, McCall Pattern 
orporation; Mary Monze, Ameri- 
an Home, and Laverne Johnson, 
Revlon. 


Newspaper Gains 


Still the heavy winner in this | 
xperiment is the Recorder-Ga- | 
ette. Its over-all linage jumped | 
5% in 12 days, while its local | 
inage increased more than 62%, 
ompared with the same period 
46. 
H. I. Jens, business manager of | 
he newspaper, said of the promo- 
ion: “Maybe it will wake up| 
e big advertising agencies to the | 
alization of the fact that the, 
usiness—the sales—aren’t neces-_ 
arily in the big cities. These) 
mall towns are the real markets, | 
nd advertising should be keyed | 
) the small-town newspapers.” 
On hand to measure the im-) 
lications and effectiveness of this 
rand names_ promotion § are) 
feorge B. Smith, Foote, Cone &| 
Selding; Albert Whitaker, Benton 
Bowles; Roy Sabean, U. S. 
hamber of Commerce; L. W. 
axstead, Crowell-Collier Pub- 
shing Company; Walter Peters, 
oung & Rubicam; R. E. Connelly, 
olumbia Broadcasting System; 
. K. Wishart, Pathfinder; Jack 
mith, advertising director, and 
unter Snead, director of pro- 
otion, McCall’s; J. B. Bonner of 
‘a- e Gannett Newspapers; Harry 
err, U. S. Merchandising Coun- 
Bf |; Donough Prince of L. W. 
urnett Associates, and others. 


many 
resen- 


1947 


ecomes Whiteford Unit 


Papers in Motion, Inc., New 
ork, launched last March by ex- 
Prvicemen to make “walking ad- 
rtisements” of the merchandise 
tried out by department store 
Stomers, has become the de- 
artment store division of White- 
rd Paper Company, New York, 
Pecialist in exclusively designed 
Tapping papers for dry goods 
d industrial manufacturers. 


illoughby Appoints 


Brandt Picciani & Co., New 
ork publishers’ representative, | 
HS been appointed eastern adver- | 

representative of Drug, | 
& Allied Industries, Re- | 
geration and Southern Funeral 
‘or, published by O. J. Wil- 
Ug: by, Atlanta. 


bins Biow Company 
Hilly Sanders, recently with 


‘cer - Fitzgerald - Sample, Chi- | 
york 60, has been appointed copy 

ve: of Biow Company, San 
anciseo., 


Beacon Names Wertheim | 


The Beacon Press, Boston, has | 
appointed Wertheim | 
Associates, New York, to handle 
forthcoming newspaper and busi- | 
ness paper advertising. Fall ad- 
vertising -wili promote Albert 
Schweitzer’s anthology, to be pub- 
lished Dec. 1; Alfred North White- 
head’s “The Wit & Wisdom of 
Whitehead,’ and two companion 
volumes of famous woodcuts of 
“The Old Testament” and “Scenes 
from the Life of Jesus.” 


Joins Jack & Heintz 


Frank R. Kohnstamm, with 
Westinghouse Electric Corporation 
in Cleveland and Mansfield, O., in 
sales positions for 25 years, and 
recently with Baldwin Locomo- 
tive Works, has joined Jack & 
Heintz Precision Industries, 
Cleveland, as general sales man- 
ager. 


Promotes Keyless Lock 


Security Lock Corporation, Wal- 
den, N. Y., is using trade publica- 
tions to introduce Preslok, a new 


keyless lock. 


CBS Names Ratner 
Promotion Head 


New York — Victor M. Ratner 
has been named vice-president 
and director of advertising and 
sales promotion 
at CBS. He is a 
veteran of 20 
years in the field, 
having been in 
business for him- 
self. since 1943 
as a consultant on 
community serv- 
ice programs. For 
the past several 
months he has 
served Columbia 
in this capacity. 

Mr. Ratner replaces David 
Frederick, former CBS advertis- 
ing and promotion chief, who has 
resigned. 

The new vice-president was as- 
sociated with CBS in 1930 as as- 
sistant sales promotion director 
and later as director of the de- 


Victor M. Ratner 


partment. He left the network in;and warehouse at 1001 E. 87th 


1941 to become a member of the 
planning board of Lord & Thomas. 


Mr. Ratner’s appointment is 
effective Nov. 3. 
Other personnel shifts an- 


nounced at CBS last week include 


the assignment of William Golden, 


associate director of advertising | 


and sales promotion, to direct all 
creative activities in this depart- 
ment. He will continue as CBS 
art director. Louis Hausman, 
manager of the department’s 
presentation division for six years, 


has been promoted to associate di- 


rector. 


Kester Names Nahser 

Kester Solder Company, 
cago, has appointed Frank H. 
Nahser, Inc., Chicago, to handle 
its advertising. Business papers, 
farm and home craft publications 
are included in 1948 plans. 


Upjohn to Open Branch 
Upjohn Company, Kalamazoo, 

Mich., pharmaceutical manufac- 

turer, will open a branch office 


Chi- | 


UF 
St., Chicago, Jan. 1. John W. 
Schma, sales manager of the 


Kalamazoo branch, will be sales 
manager in Chicago. 


11-17 S. DESPLAINES 
CHICAGO 


ail 


belong 


New York 


LIKE A DUET FROM CARMEN 


A duet can make such wonderful music together if they 
both sing the same song to the same audience at the same 
time. And your sales will make wonderful music, too, if 
you route your advertising as you route your salesmen, 
by concentrating in the Post-Gazette. It’s the only daily 


Boston 


Philadelphia 


Detroit © San Francisco 


REGAN & SCHMITT, 
Los Angeles 


newspaper that can work effectively with your salesmen 
in selling the million central city people—then travel 
with them to help sell the two million more in the neigh- 
boring 144 cities and towns. 


POST-GAZETTE 


REPRESENTED NATIONALLY BY MOLONEY, 
Chicago 


INC, 


Seattle 
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LARGEST 
cARCULATION 


cigs do a more effective job of| pointed retail advertising man- 
advertising this year. 


ABP Starts 6th 
Ad Competition 


NEw YorK—The Associated 
Business Papers will announce its 
sixth annual business paper ad- 
vertising contest in November ads 
appearing in ApverTisiInc AcE, Loring to Ross Roy 
Advertising & Selling, Industrial’) kenneth S. Loring has rejoined 
Marketing, Printers’ Ink, Sales Ross Roy, Inc., Detroit agency, as 
Management, Standard Rate &/head of the sales training and 
Data, Tide and Western Adver- product education creative de- 
tising. ‘partment. Mr. Loring joined the | 

There will be 42 awards of-| agency in 1938, but left to direct 
fered by ABP for the best adver- | technical reports in an automotive 
tising in business papers in 1947, | CBsineering Gepartment during the 
Deadline for entries will be Jan. | 
31, 1948. B 

ABP is spending approximately | 
$75,000 in advertising and promo- 
tion to aid advertisers and agen- 


| year is from July 1, 1947, to June | 
30, 1948. About one-third of this | 
appropriation will pay for adver-| 
tising in business publications and 
the rest for informative literature. 

Agency handling ABP promo- 
tion is Rickard & Co. here. 


arkdull Appointed 

Walter D. Barkdull, formerly 
|advertising director of the Wash- 
|ington Times-Herald, has been ap- 


Its fiscal'ager of the San Francisco News. 


| 
| 
| 


BASIC 
MUTUAL 


Omaha ® Lincoln ® Fremont 


Three ‘‘hometown”’ stations plus 
a rich farm market .. . available 
as a ‘package network.’’ Just 
one low rate to reach an area 
equal to 57% of the people, 64% 
of the buying power of the entire 
state of Nebraska. Wire or write 
for immediate availabilities in 
this Billion Dollar Market. 


BROADCASTING CO. 
Saunders-Kennedy Bidg., Omaha, 
Nebr. Paul R. Fry, Vice Pres. 
and Gen'l Mor. WEED & CO.. 
NATIONAL REPRESENTATIVES 


0.8 MV/M Contour Com- 
puted from engineering 
data furnished the com- 
mission by Inland Engi- 
neering Department & 
Commercial Radio 
Equipment Co. 


Just out 
This 
24 pg. book 
tells how 


National 
Advertisers 


LOCALIZE 


for selling 


ACTION 


Read the exciting story of “big time” merchandising at 
point of sale and how you can build maximum sales 
with Brand Identification Signs. 


‘QUALITY NEON FIUORESCEN!T SIGNS IN QUANTITY”. 


DENT! SiGe 


3500 NEON 


REPRESENTATIVES IN 


AVENUE 


PRINCIPAL 


cities 


| Molitor, 


| 12% 


by DMAA Survey 


Konselman Elected 
President of Mail 
Users Association 


CLEVELAND — Announcement of 
the results of the DMAA 1947 re- 
search project highlighted the 30th 
annual convention of the Direct 
Mail Advertising Association here 
Oct. 23-25, at which nearly 1,000 
users of the medium gathered to 
exchange viewpoints and to as- 


sure each other that direct mail 


will be more extensively used than 


ever in 1948. 

Charles B. Konselman, advertis- 
ing manager, A. & M. Karagheu- 
sian, Inc., New York, was elected 
president of the association, suc- 
ceeding Edward N. Mayer Jr., 
James Gray, Inc., New York. Dale 
Y. Ecton, Trans World Airline, 
Kansas City, was elected vice- 
president; Harry E. Foster, Harry 
E. Foster Agencies, Toronto, was 


named Canadian vice-president,| among direct sellers the percent-|a Presidential candidate; that the 


Bigger Budgets for 
Direct Mail Shown 


Advertising Age, November 3, 1947 


DIRECT MAIL OFFICERS—Photographed at the Direct Mail Advertising Asso- 

ciation meeting in Cleveland were, left to right, Richard Messner, E. E. Brogle 

Co., Brooklyn, retiring DMAA secretary-treasurer; Jane Bell, executive manager, 

DMAA; Edward N. Mayer Jr., James Gray, Inc., New York, retiring DMAA 

president; and Charles B. Konselman, A. & M. Karagheusian, Inc., New York, 
new DMAA president. 


are supporting salesmen, 53% | 
spend more than half their budg- | 
ets on direct advertising, 
spend more than half on publica- 
tion advertising, 
their budgets 50-50. Among those | 


36% | 


and 11% split! 


selling direct, 72% devote the bulk | 
of their budgets to direct advertis- 
ing, 19% to publication advertis- | 
ing, and 9% split budgets 50-50. | 

Among the respondents, those | 
supporting salesmen vote 83% | 
against 14% for direct advertising | 
as a better puller of inquiries per | 
dollar spent than publications; | 


and the new post of West Coast | ages are 73 and 15. 


| vice-president was filled by Ran-| 
dolph R. Clement of San Fran-| 
cisco. A. M. Sullivan, Dun & Brad- | 


street, New York, was elected 
secretary-treasurer. 


New directors elected were) 


George Pfeiffer III, McGraw-Hill 
Book Company; William E. Smith, 
Pitney-Bowes Company, 
Harry A. Porter, Harris-Seybold 
Company. 


Report on °47 Survey 
The association voted to make a 


/survey of its membership with re- 
|gard to the desirability of chang- 
|ing its name to more descriptive 
_ terms. 


The 1947 survey, conducted by 
a committee headed by W. D. 
Edward Stern & Co., 
Philadelphia, was billed as “the 
accumulated advice of 200 adver- 
tising managers on how to or- 
ganize and operate a successful di- 
rect mail program.” It was split 
into two groups, one interested in 
the medium to support salesmen, 
the other engaged in selling by 
mail. All respondents are DMAA 
members, with a special interest 
in direct mail. 

The section on postage and let- 
ters developed some 
material, especially when differ- 
ences of opinion between those 


using direct mail to support sales- /ment of Commerce, and Rose L. 


men, and those using the medium 


and | 


|ings made for dealers. 
after the cards went out, he said,| & 
| 62% 


Divulge Case Histories | 


The DMAA conference opened | 
with a talk by R. E. Woodruff, 
president, Erie Railroad Company, 
who urged all advertisers to de-| 
vote a portion of their advertising 
effort to explaining the American 
economic system. 


Alice Honore | Scantlin Adds Account 
Drew, TelAutograph Corporation, | 


brary. 

On Saturday the convention 
split into several groups, one de. 
voted to a review of the funda- 
mentals of direct mail, a second 
discussing the mechanics of mail 
order selling, and a third devoted 
to the use of direct mail in indus- 
trial marketing and selling. 

The conference wound up at 
noon Saturday with a question 
and answer talk by W. M. Kip- 
linger, Washington analyst, wh 
told the DMAA’ers that Eisen- 
hower is a distinct possibility as 


Marshall Plan will be accepted by 
Congress after long debate; that 
the housing situation is excellent: 
and that there will be a lot of 
little recessions in particular lines 
of business during the first half of 
1948, but that no general recession 
is in sight for that period. 


Scantlin & Co., has 


Chicago, 


New York, and chairman of the| been appointed to handle adver- 


contest board of judges, announced | 


winners in the “Best of Industry” | 


competition (AA, Oct. 27). 

A session on case histories in 
direct mail selling brought to- 
gether Mrs. Elizabeth Kennard 
Theall, Neiman-Marcus Company, 
Dallas; J. E. Rawles, Reliance Life 
Insurance Company, Pittsburgh; 
Jack Hewson, Servel, Inc., and 
H. O. Krass, Shell Oil Company, 
who told of a personal interview 
checkup on the readership of mail- 
Ten days 


remembered getting them, 
51% could identify the dealer, and 
58% knew the location of the 
service station sending the card. 


|In 1946, he reported, Shell sent 


interesting | 


to pull orders, are analyzed. Here 


are some typical figures: 


Among those supporting sales- 


men, 71% believe first class post- 
age is more effective than third 


class; among direct order seekers, | 


the vote was 50-50. 


Other Survey Results 
Airmail reply cards or en- 
velopes make no difference in the 
number of replies, say 41% 


those supporting salesmen, but 


of | 


36% say they increase replies. Di- | 


rect sellers vote 21% for no dif- 
ference in replies, and 38% 
more replies. 

Those supporting salesmen vote 
two to one for business reply cards 
over envelopes and reply forms 
for effectiveness, while direct sell- 
ers reverse this preference. 


The “supporting salesmen” 
group voted overwhelmingly — 
2%—for single page letters, as 


against only 4% for 2-page letters. 
Direct sellers also prefer single 
pagers (68%), but 30% prefer two 
pages, and 2% three pages. 
Increased production costs are 
being met with larger budgets by 
of those who are supporting 
salesmen, as against only 56% of 
direct sellers. Among those who 


for | 


| Philip Salisbury, 


out 4,200,000 such cards for deal- 
ers. 

Other speakers Friday included 
Sales Manage- 
ment; Nelson A. Miller, Depart- 


Vormelker, Cleveland Public Li- 


tising of Da-Lite Screen Company, 
Chicago. 
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BRUCE RICHARDS 


ORPORATION®G 


131 E. 23rd St., New York 10 % 


NON- 
SHATTERING 


LUCITE 


YOUR DEALERS WILL BE GLAD TO 

SHARE COST OF A Golden Glow SIGN 

BECAUSE IT CARRIES THEIR NAME 
Among the most beautiful and effective of all signs 


—deep engraved letters and design brilliantly illu- 
minated in colors 


Write for circular and 
distribution plan. 


HEXCO PRODUCTS, Inc. 
2711 S. Wabash Ave., Chicago 6 
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NBC Increases Audit Bureau Adds New Paint Gun | panels in the page copy will sum-, Williams, who has been with the 


i r’s versatility for | organization for 32 years, will be 
Its Video Rates The Audit Bureau of Circula- | to Be Promoted | prospective users will be told that | of the company’s 699 stores in the 
New York—lIndicating a belief |tions has added the following to|s '“when you paint the Hudson) U. S. and Canada. 
that television is coming of age as | Miu. Commeny, Milwaukee: Artis-| | Speedway, you spray the paint on | 
an advertising medium, NBC has | tic Retro re AR Ine New York: (Picture on Page 1) | —smoothly, evenly and in hours , g cy 
announced its first increase in| American Car & Foundry Com-| Cuicaco—H. D. Hudson Mfg.|less time. No more laboring the| . Harriet Sherry Ltd., New 
transmitter and program rates for| pany, New York; Jas. Barclay &|Company will offer the public a| old-fashioned way. There’s no has 
WNBT since the station began op- Detroit; Berkshire Knitting “sensational new way to paint”| mess, no fuss. . . Fill the jar, plug direct ite 
erations on a tentative commercial | Mills, Reading, Pa.; John H. Breck, ‘late this month with seven adver-| in, paint like a professional.” ompany to : 


schedule in March, 1946. |Inc., Springfield, Mass., and Chesa- 


ea ; tisements in a single issue of The| Marshall Field & Co., which has| 
Under the revised rates, which aS Railway Company, Saturday Evening Post. ‘already advertised the product, 


will be effective for 13 weeks start- | Other new members are: Eng- The device is the new Speedway | indicated it plans to continue local | 


ing Jan. 1, 1948, the cost for an janger Company, Chicago; Glen-| Lektrik-Spray paint gun, retailing | newspaper insertions in support of | 
hour-long studio telecast in the | 


TYPOGRAPHIC 
SALES REPRESENTATIVE 


g Asso- ; ; : 'more Distilleries Company, Louis-|at $34.95, and Hudson will pro-| the national campaign. Distribu- 
Brogle Studio will be increased from | ville; Hart Schaffner & Marx,|claim its merits with a full-page | tion will be through large organ-|] Typographic Plant now seeks a 
vanager, ($300 to $1,500. | Chicago; Hudson Motor Car Com-| insertion, plus half a dozen 40-line| izations such as Westinghouse man with good connections as our 
DMAA Transmitter charges will range | pany, Detroit; International Tele- teaser ads, in the Nov. 29 Post.| Electric Supply and the Glidden typographical sales representative. 
w York, Birom $125 for five minutes to $500 | Phone & Telegraph Corporation, | Follow-up consumer copy will in- | Company, while the sprayer will Enlarged facilities now makes it 
for an hour, against the current | New a cond ee Bee a series of small-size car-|be retailed in paint, hardware, |}} possible to handle considerable 
———— scale of $75 for less than 11 min- Conn cee ef | toon ads in the Post and a busi-|lumber and leading department ||| ™ore composition. Highest effi- 
s and $100 for any time be- : : ciency standards and skilled per- 
i we i 4 ness paper series adapted from | stores. sonnel would help increase earn- 
— Shuford Joins Ahrend the Post campaign. John W. Shaw Advertising han- ings through dieat satisfaction 
one de-Bprogrem facilles charges for the; | The initial teaser cartoons fea- dles the account. Pres proof facilities unlimited and 
> funda-ffnew studio include: $200 for five | Clyde R. i formerly pro- ‘ture “Toby Shaw,” created for the | ——_—_ fast. Salary against commission. 
secondjiminutes up to $1,000 for an hour. | Motion. manager Gam: | campaign by the cartoonist, Bar- Kresge Boosts Williams Write in strictest confidence. Box 
of mail—#Charges for the smaller studio now , . low, and will show him using the ~~ 6815, Advertising Age, 100 E. Ohio 
devotedilin use vary from $250 for 10 min- |Pany, New York, creative direct | epraver in vari _F. P. Williams has been elected street, Chicago 11, Illinois. 
, studio costs will be $250 for an | manager. y : S. S. Kresge Company, Detroit. Mr. 
1 up atfhour. 
question—f# In announcing the rates, NBC | a 
M. Kip{§said set ownership in the metro- | 
yst, who™politan area had increased from | 
t Eisen-(§6500 in December, 1946, to 65,000 | ° 
bility asffthis October. 
that the Meanwhile, NBC has decided to | 
epted bypermit directors representing the | 
ate; thai/™sponsor or his agency to direct | 
productions in _ its 
a lot of™studios, reversing its former policy. e 
lar lines 
halt TO TELEVISE 
PRODUCTION in i k 
New YorK—“John Ferguson,” pac age 
the first of a series of six Theater 
sunt Guild plays to be presented at e 
ago, has WNBT, will go before the tele- . 
e adver-™’ision cameras Nov. 9 at 8:30 
Yompany p.m. Thomas Mitchell and Joyce 


OO 


Redman, English actress, will 
have the starring roles. 


This is probably the most ex- 4 This is a lump of coal. It’s also known as 
pensive dramatic show ever to be Ms “black gold,” “hot rock,” and “zoot soot.” 
televised in this country. “John | 


Bituminous coal center of the nation, 
e Cincinnati markets and ships millions 
~ of tons of this stuff each year. 


Ferguson,” the play which brought 
the then struggling Theater Guild 
its first major success 28 years 
ago, will be carried on NBC’s East > 
Coast network, including Sche-/ 
nectady, Philadelphia and Wash- 
ington. 

These telecasts are to be made 
Mavailable to sponsors at the end 
mot the sustaining series of six. 
However, the price probably will | 
be much above that paid for any | 
regular television show to date. 


Harriet Hubbard Ayer 
laces Transition Copy 


Harriet Hubbard Ayer, Inc., 
Yew York, recently acquired by 
waeever Brothers Company, has 
cheduled a transitional advertis- 
ing campaign for the rest of the 
year, using an hourglass as a sym- 
bol and featuring the _ slogan, 
‘This is the time of the pretty 
voman.” Large-size newspaper 
edvertisements will be used in 43 
markets throughout the 
country, supported by full pages in . 

: ife and The New Yorker, plus | Such feverish activity helps cross the big Ps Dig this fact: Cincinnati and the Times-Star 
articipation programs and spot | Cincinnati palm with gold . . . helps make this are inseparable. That's why the Times-Star has 


fadio announcements in key mar- | 
DE kets sd a top-of-the-shaft market for advertisers a greater number of exclusive advertisers 


4 The Ayer brand name, Luxuria, | who like to see a sales curve slant up. ' than any other Cincinnati daily. 
Will be featured prominently. 
FRING eceral Advertising Agency, New ° 
fox-Shulman Buys 
Radio Showmanship’ 
Fox-Shulman, Inc., Phila- 
fiphia, publisher, has purchased 
properties of Showmanship 
Pub cations, Minneapolis, owned 
tray Member of the American Newspaper Advertising Network 
Owners and Operators of Radio Stations WKRC and WCTS 
TO luarters at the N. E “ner of 16tI 
SN nd ‘gts, Philadelphia HULBERT TAFT, President and Editor-in-Chief 
VIE | 


ntroduces Belmar T 
ue MM jestic Silver Company, New IMES-STAR 
Haven, Conn., is using trade pub- 


‘ations to introduce Belmar, a 
€w solid stainless steel flatware 

dttern available in sets of 24 and 

0 pieces. 
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Revere in 16mm Field 
Revere Camera Company, Chi- 
cago, has entered the 16mm movie 
field with a new magazine load 
camera and sound projector. The 
projector is so constructed that it, 
the speaker and carrying case are 
combined in a single unit. It op- 
erates on both AC and DC cur- 
rent, with 1,600-foot film capacity. 
Scheduled for Christmas delivery, | (Continued from Page 1) 
the camera will retail for $127.50, ‘enjoy more freedom in their oper- 
and the projector at $287.50, tax | ation, since the co-op’s biggest ad- 
included. vantage is in the non-taxability of 
|its patronage dividends. The loss 
of income tax exemption “would 
| impose relatively little tax on co- 
|operatives now exempt,” Treas- 
says. 


Would Revise Prices 


“Inclusion of patronage divi- 
'dends in the taxable income of 
the cooperatives would merely in- 
/duce more of them to set their 
prices so as to minimize the | 
/amount of patronage dividends,” | 
|Treasury observed. 
| The Treasury study questions | 
/whether the tax exemption con- 
tributes materially to the co-ops’ | 
| advantage in pricing. “The more 
| co-ops cut their prices, the smailer | 
| will be their economic income and | 
|their tax advantage,” the report | 


Treasury Belittles — 
Tax ‘Advantages 
of Co-op Groups 


The famous jargues. “In a situation where both | 
OWL we made (cooperatives and their corporate | 
for Calvert Dis- | competitors were selling at cost, 
tillers Corp. |the tax advantage would, of | 
stands a domi- | COUTSE, disappear.” 
Even if non-cash patronage | 
A dividends were taxed, co-ops) 
high, in 5 dis- 


still be able to build up| 
| substantial amounts of capital out 
| of earnings by levying assessments 
|against members and by similar 
devices, Treasury concludes. 


tinctive colors. 


Perhaps you'll find an idea 
for your job in our new brochure Write 


Old King Cole Displays 


| Appoints Tracy, Kent 


Asche-Bandor Corporation, New 
York, importer of wines and 


|& Co., New York, to handle its 
account. Newspapers will be the 
major medium used. 


CANTON, 


the lead 
i¢ the bird aS 


that 


A quarter million lead birds subscribe to THE ROTARIAN. 


They are LEADERS... hand-picked by leaders... in 
4,000 American cities and towns. 


Influence them and you will influence their neighbors, 
their employees and their communities. 


You may not be able to advertise to everybody in America, 
but you can afford to sway the lead birds who respond to 
THE ROTARIAN. 


hadorship cinowottion 
Rotarian 


35 E. Wacker Drive, Chicago 1, IIlinoi: 


‘fight for unlimited duplication of | Oblies to name the new monthly 
{network musical 


| liquors, has appointed Tracy, Kent | 


100 YEARS AGO—Burridge D. Butler, (right), publisher of Prairie Farmer, visits 
a Chicago street of 1847 at International Harvester Co.'s 100 Years in Chicago 


exhibition. 


With him, in front of the old Prairie Farmer office, are Paul C. 
Johnson, 


editor (left), and Maurice J. Swan, Harvester's advertising 
space buyer. 


FMA Asks New 
Rule to Assure 
‘Big Name’ Music 


Issues New Magazine 
Standard Register Company, 
Dayton, O., has started publica- 
tion of a new house magazine, 
temporarily called “New Fron- 
tiers,” with the initial issue play- 
WASHINGTON — The Frequency|ing up celebration of Standard’s 
Modulation Association looked to | 35th year in business. Cash prizes 
the FCC last week for help in its|are to be awarded employes in a 


programs on) publication. 


standard and transmitters | 
owned by individual broadcasters.| Shows Airmail at Work 
Not at all certain that networks The use of airmail for business 
will insist on this provision in| is pointed up in a new sales pro- 
|}any new contract they may ne-| motion portfolio, “How to Put 
'gotiate with music czar James C.| Airmail to Work,” being dis- 
Petrillo, FMA aimed a burr in the ‘tributed by United States Envelope 
form of a proposed FCC rule pro- | 
hibiting stations from signing a jiciment of an airmail policy and 


network contract which deprived | typical case histories of the use of 


Cobbs to Launc 
New Five-Cent 
Orange Drink 


(Continued from Page 1) 


designed machines for fountain 
service use will be displayed. 
To tell the merchandising story 


MA 
yees 
or St 


in full, the company has sched-§ new Y 
uled four-color spreads in Ameri- B,qustry 
can Carbonator and Bottler, Ei Byoductic 
Embotellador, a Spanish beverage 7 000,00 
publication, and National Bottlers Bow recc 
Gazette. National consumer ad-fB.as mac 
vertising plans, through Charles 
W. Hoyt Company, New York Myanufac 
have not yet been completed. ngton. | 

The Cobbs beverage, it is said [Bnd trea: 
will be a six-ounce, high quality #roducts 
orange drink, with more than 14,9 mr. B: 
ounces of pure orange juice perf an ac 
serving. Other orange beverages fheeting 
have gone by the boards becausefub her 
the quality was reduced, and thefMional R: 
volume of juice cut, to providefirthday 


higher profits. Quality control will “By tk 
figure heavily in the Cobbs’ planiio% of 
for distribution. states hé 

Cobbs is a type of “one-shot’ft appea: 
advertiser who concentrates anfe just 
impressive ad appropriation in thelaid. Bu 
single month prior to Christmasfuced si 
stimulating sales of holiday fruitfJMr. 
and preserves. The new orangeffake lons 
drink is expected to draw anf the 35 
equally heavy promotion, thoughi “The I 
spread throughout the year, sinceffituation 
plans call not only for bottling byf§his yea: 
the company and franchised dis-§paign wi 
tributors, but dispensing at foun-Mvery F 


tains and through machines i 
theaters. 


program 
aised tl 
nd poin 


Expands Research Work 
Facts and Figures, Inc., Boston sealers.” 
has expanded its services and ’ 
facilities in order to provide mord§ poter 
competent research facilities and 
scientific consumer surveys in th Howey 


New England area. The companyfpinted 

which has opened offices in thfhsrret ; 
Kimball building, 18 Tremont St. homie al 
will use a staff of nearly 100 interHR = 


them of the right to transmit pro- | airmail. 
grams over such equipment as 


viewers. John I. Taylor is presi 
dent of the firm. amily. 
f an a 


| they choose. 


| Such a rule could be adopted, 
|just as FCC has adopted other 
regulations limiting contracts be- 
tween stations and networks, FMA 
Executive Director Bill Bailey 
| says. If it were adopted, networks 
would have to hold out for un- 
limited duplication on FM, or face 
important disruptions. 


Might Lose Affiliates 


If they capitulated, and re- 
tained the Petrillo ban on duplica- 
tion, Mr. Bailey said, under the 
proposed rule they would lose all 
|affillates who maintain FM trans- 
mitters. Or, as an alternative, the 
affiliates would have to turn back 
their FM licenses and discontinue 
their FM operations. 


“Every director of U.S. Steel reads the Comics,” someone said! | 


amily is 
ential n 
ot coun 
D 100,00 
“By ti 
m dec 
udience 
xpander 
to radi 
his pha 
et is rec 
f our s 
f 
Speaki 
Pts, Mr 
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acturing 
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ing of 
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The proposal was submitted to 
| FCC with a request for immediate 


Althou 
lan the: 


hearing, following adoption of an W: don’t know whether that’s true or not, but we do know : higher 
authorizing resolution by the FMA that there are 45 million comics printed and sold every month, and aleom 
membership. FMA believes in- that’s a powerful lot, if only kids read ‘em! palnst ¢ 
| ability to broadcast “big name” rices ar 
of FM. slows the development No, comics are the universal American language—and it’s | 1938. 
o our business to help your business by creating 4 color picture booklets ADIO | 
__ FMA’s general counsel, Leonard on newsprint, to reach the American people with your message. 0. 
Marks, said such a rule “would CORI 
strengthen the networks’ hands in W, CIvcIN 
|dealing with Mr. Petrillo. In any : E originated and created the comic book technique for ore pe 
levent,” he said, “it would put the national advertisers. Our organization has the know how, the staff, ttising 
FM duplication issue squarely up and the equipment to produce a comic from idea to finished product. in, dire 
lto the networks and Mr. Petrillo It can be as simple or exhaustive as you wish—4 pages or 64—in ne of 
in a form they could not easily as low as in the millions. And 
overlook.” | our artists, copy people, and rotary presses, do if fast. i Adv 
il Natic 
. - ln million runs, an 8-page book, complete in 4 colors, all Idress |] 
oo, ee , taal pages including copy, art, and color plates, is less than Ic each. Mr. Pe 
ences t 
Mary Elizabeth Gaynor, for-| Call on us direct, or through your agency, for samples, rtising 
merly women’s director of Station | estimates and further particulars. 8s on 
| WTRY, Troy, N. Y., and Edward 
F. Minch Jr., formerly assistant pe: 
& Sons, Rensselaer, N. Y., have Color Printers Since 1893 4g ‘me 
joined Woodard & Fris, Albany | » Ta 
148 LAFAYETTE STREET NEW YORK 13, N. Y. Vertisiz 
the radio department. Telephone: CAnal 6-4450 id. “Of 
Gateway Motors of Albany and ° BS natic 
Cotrell & Leonard, manufacturer Representing the Newscolor Division of SHOPPING NEWS ce, $1] 
of caps and gowns, have appointed 5309 Hamilton Avenue, Cleveland, Ohio ved 
the agency. 


— See OKC for economical mass 
reproduction of your trade mark or 
product, any size animated, or static. | 
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President 
Sees Record Year 
or Set Makers 


New YorK—A prediction that all 
,dustry radio and television set 
production this year will exceed 
7,000,000 units and establish a 
pew record for the radio industry, 
vas made last week by Max F. 
Balcom, president of the Radio 
fanufacturers Association, Wash- 
ngton. He is also vice-president 
nd treasurer of Sylvania Electric 
Products, Emporium, Pa. 

Mr. Balcom made this forecast 
m an address before a luncheon 
meeting of the Radio Executives 
lub here on the occasion of Na- 
ional Radio Week and the 27th 
irthday of radio broadcasting. 
“By the end of 1946 more than 
0% of all homes in the United 
tates had at least one radio and 


t appeared that saturation might 
be just around the corner,” he 
aid. But with all the sets pro- 
luced since the end of the war, 
fr. Balcom pointed out, it will not 
ake long to replace obsolete radios 
n the 35,000,000 U. S. radio homes. 
“The RMA was cognizant of this 
ituation when it launched early 
his year a sales promotion cam- 
haign with the theme, ‘A Radio in 
very Room.’ By adopting this 
program and financing it, RMA 
aised the sights of the industry 
nd pointed the way to continuing 
high production and prosperity for 
manufacturers, distributors and 
ealers,” he said. 


Transit Ad Service 


Moves to Dallas 

Bobbett Advertising Service, 
transportation advertising com- 
pany with franchises in seven 
states, has moved its executive of- 
fices from Huntington, W. Va., to 
Dallas. The firm, already operat- 
ing in 15 cities, has arranged new 
contracts, effective Jan. 1, with 
transit lines in Houston, Fort 
Worth and Galveston. 

New associates of the company 
include Julian Kirk, formerly 
with Loomis Advertising Service, 
Kansas City, who will head the 
Houston office as vice-president 
in charge of sales; Earl Dyess, for- 
merly with Glenn Advertising, 
Fort Worth, where he will be in 
charge of the Bobbett office, and 
George Crosby, formerly of Green- 
ville, Ala. Dallas offices are at 
2907 McKinney Ave. 


Heads Foreign Sales 

Arturo R. Dunn, formerly with 
Smith, Kline & French Labora- 
tories, Philadelphia, has been ap- 
pointed foreign sales manager of 
Ames Company, Inc., Elkhart, 
Ind. 


‘Clement Ryan, 


‘Look’ Staffmen 
Killed in Crash | 


CHIcAaco— Two members of | 
Look’s staff and Clement D. Ryan, 
former president of Montgomery 
Ward & Co., were among the 52 
victims of a United Air Lines 
crash at Bryce Canyon, Utah, 
Oct. 24. 

Among the dead were Jack 
Guenther, 33, New York, managing 
editor of Look, and Don Terhune, 
25, Los Angeles, a member of the 
magazine’s advertising staff. 

Mr. Ryan was president of 
Wards from 1939 to 1945, when he 
resigned to head Whitney’s depart- 
ment store in San Diego. His wife, 
Claire, 48, also died in the crash, 
which resulted from fire in the 
baggage section of the plane. 


Other victims included Archie 
A. Murray, 52, and his wife, 
Lucille. Mr. Murray was owner 


of the Hammond News Agency, 
newspaper distributor of Ham- 


| mond, Ind. G. B. Lambert, Prince- | Brakeley, 


ton, N. J., son of an executive of 
Lambert Company, also was a vic- 
tim. 


SPENCER W. CURTISS 
Pato CaL.—Spencer W. 


Curtiss, 63, president of Spencer | 


W. Curtiss Company, San Fran- 
cisco agency, and chairman of the 
board of Spencer W. Curtiss, Inc., 
Indianapolis agency, died in Palo 
Alto Hospital here Oct. 27. 

Mr. Curtiss spent practically his 
entire life in the printing, adver- 
tising and public relations fields, 
starting as a printer’s apprentice 
when he was 12. 


GEORGE F. MITCHELL 


PITTSFIELD, N. H.— George F. 
Mitchell, 69, for 46 years owner, 
editor and publisher of the weekly 
Valley Times here, died at his 
home Oct. 22. 


Pettit Paint Appoints 
Pettit Paint Company, Belle- 
ville, N. J., has appointed Jones & 


93 


Inc., New York, to 
handle its account, effective Jan. 
1. Full pages are scheduled for 
'boating magazines and business 
/papers for the company’s marine 


| Paints and varnishes. 


‘Chronicle’ Ups Rice 

Pat H. Rice, business manager 
and advertising director of the 
Chronicle, Augusta, Ga., has been 
promoted to general manager of 
the newspaper. 


Cut your composition costs to the 
bone, but get just-like-type reproduc- 
tions by using VARI-TYPE service. 
Ideal for presentations, folders, house- 


organs, etc. Perfect for stencil or 
planograph work. Write or phone for 
specimen sheet of type faces and 
quotations. 


Preparation 


RANGolph M47 
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GROUNDS 


ide mor Potential: 100,000,000 Sets 
ities and 
ys in thf However, the RMA president 


company, 
s in the 
mont St. 
100 inter 
is presi 
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ointed out that the radio set 
iarket is only 37.5% saturated in 
erms of the every-room goal or 
n average of four radios for every 
amily. “But if the new concept 
f an average of four sets per 
amily is taken as a goal, the po- 
ential market for new home sets, 
ot counting replacements, is close 
D 100,000,000.” 

“By the same token,” Mr. Bal- 
m declared, “outdoor listening 


to radios and portables increases. 
his phase of the expanding mar- 
mct is recognized in another slogan 
our sales promotion campaign, 
Radio for every purpose.’ ”’ 
Speaking of FM and television 
@ts, Mr. Balcom said that “the 
pdio industry is capable of manu- 
pcturing FM and television re- 
eivers as rapidly as the program- 
ing of these two new radio serv- 
es develops public demand for 
em.” 

Although radio sets cost more 
an they did before the war, due 
) higher production expenses, Mr. 
aleoom said, when measured 
Fainst current factory wages, set 
rices are less than they were up 
1938. 


\DIO BOASTS 
ECORD AUDIENCE 
CIncINNATI — “Radio reaches 
ore people than any other ad- 
tusing medium,” Frank Pelle- 
in, director of broadcast adver- 
ing of the National Association 
Broadcasters, told the Cincin- 


National Radio Week luncheon 
ress last week. 

Pellegrin supported his ref- 
s to radio as the leading ad- 
‘ising medium with 1946 fig- 
} on revenue from advertising. 
It has brought to 130,000,000 
ericans the greatest store of en- 
‘ainment in all the ages. In 
46, radio’s total income from 
‘ising was $433,000,000,” he 
‘Of this amount, $317,000,000 
itional advertising; the bal- 
°€, $116,000,000, was of course 
‘ved from local advertisers.” 


udiences are growing and can be 
xpanded further as ownership of | 


for 


Pressure. 


Toledo Plant 


| 


or drawn. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


| 


Bliss Enclosed Inclinable Press 
Forming and Blanking 
Operations up to 200 Tons 


E. W. Bliss Co. 


of 


Toledo’s industries are widely known for fabrication of 
pressed metal, the greatest single technique in the develop- 


ment of mass-production. Stampings from 

complete automobile bodies to parts for auto- 
motive accessories, from scales to household appli- 
ances, come off their presses daily at a rapid rate. 
Toledo is the home of the largest press-building plant 
in the world, the Toledo Machine & Tool Division of 
the 90-year old E. W. Bliss Company. 
From this plant to every industry in America and to 
every nation abroad have gone presses for producing 
every conceivable product—from the second hand of 
| your wrist watch to mainbeams for freight cars. The 
iti Advertisers’ Club in a: spe- | name “Toledo” on a press is a standard of perform- 
D : ance wherever metal is stamped, pierced, blanked 


...and this is the 
TOLEDO BLADE 


During its long span of more than 100 
years, The Blade has witnessed and been 
part of the growth of Toledo, where man- 
agement genius and workers’ skill have 
combined to promote the city’s industrial 
life, keeping pace with the advance of the 
rich 14-county agricultural area which with 
the city itself forms the well-balanced 
Toledo ‘“‘Double-Value” Market. It is rare 
indeed to find a market with such factors of 
stability. It is still more unusual to have 
complete access to such a market through 
the columns of a single newspaper . . . The 
Blade. 


Write for new 72-page 
edition of booklet 
“This is Toledo” 
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Welden Promoted 


The elevator division of West- 
inghouse Electric Corporation, 
Philadelphia, has promoted Harry 
Welden to staff assistant to Walter 
G. White, general manager of con- 
tracting operations. He will direct 
sales promotion and sales training 
activities. Previously a sales engi- | 
neer with Otis Elevator Company, | 
Mr. Welden joined Westinghouse 
in 1946. 


BEGINNER'S LUCK ? 


Yo! Auy amateur cau set 


FOTOTYPE 


All letters in each line ore quickly as- 

sembled and automatically aligned in | 
special composing stick ready paste 
to the finished art. Ideal for heads... 
Available in transparent or opaque 
letters. This ad set with Fototype in just 


1415 ROSCOE ST., CHICAGO 13 


PR Movies Bad, 
‘March of Time’ 
Producer Says 


Cites Glorification 
and Didactic Tone 
as Major Faults 


New YorK—The only incident 
which marred an otherwise placid 
films and public relations session 
of the Association of National Ad- 
vertisers last week was a blister- 
ing indictment of public relations 
films by Richard De Rochemont, 
“March of Time” producer. 

Films designed for institutional 


purposes are generally bad, he | 


said, because the “public rela- 
tions people in charge of them 
know nothing about the motion 
picture business.” Only one in a 


hundred, he said, does as much] 
good as harm for a company. - 
He accused the sponsors and 
|producers of motion pictures 
‘of self-glorification, unreasonable 
dogmatism, and boring their. audi- 
ences. If Hollywood had been as 
dogmatic, opinionated and devoted 
to the glorification of ‘self and 
friends” as are public relations 
motion pictures, it would have dis- 
appeared long ago, he said. 


Ignore Basic Rules 


While the “film of distraction” 
has become phenomenally success- 
ful, Mr. De Rochemont said, the 
“film of information” is still a fail- 
ure, and newsreels, shorts and doc- 
umentaries still must hitch-hike in 
the car driven by the Goldwyns 
and Zanucks. 

The fault lies with informational 
film makers, he said, who still ig- 
nore these basic rules: 
| 1. The public does not want to 
| be lectured; 

2. The public will not forgive 
the maker if he bores them, since 
|\they can take no retaliatory ac- 


tion; 

3. Entertainment is a wider 
field than usually supposed, and 
can dig deeper into science, the 
arts and industry; 

4. What seems dramatic or en- 
tertaining to the maker may not 
be to the public. 

There is no public retribution 
on public relations film makers, he 
pointed out; no producer or spon- 
sor stands or falls on the strength 
of the audience his product will 
command. This is unlike Holly- 
wood, where a sort of savage 
jungle justice prevails; the public 
relations film producer can pre- 
sumably go on boring his audi- 
ence indefinitely, although Mr. De 
Rochemont thinks the public will 
resist seeing his pictures, and the 
“cost per person seeing” is in- 
dicative. 


Hits Movie Film, Too 


Nor did he confine his attack to 
industry’s public relations films. 
“The Power Behind the Nation,” 
made by Warner Bros. and turned 
over for general release as a pub- 


UNITED NATIONS WORLD 


Unique in Concept and Readership 
by Egbert White, Publisher 
k * 


people everywhere agree that 
international journalism must be an inevitable 
development in a global world where modern 
communications, travel and trade make neighbors 


of us all. 


UNITED NATIONS WORLD is the first truly inter- 
national magazine, and in that respect alone it 


is unique. 


Other magazines, to be sure, including the foreign 
editions of Reader's Digest, Time, Newsweek, Life 
and others, have a substantial circulation abroad. 
But all these magazines are edited from an Amer- 
ican point of view and are exported to people who 
want to read American publications edited from 
an American point of view. 


UNITED NATIONS WORLD, however, is different. 


It is edited solely 


from the standpoint of world 


entity. Hence its point of view is global; likewise 


its readership. Its 
tirely composed of 


85,000 readers are almost en- 
internationally-minded persons 


who are eager to show their loyalty to the prin- 
ciples of United Nations and eager to keep in step 
with the progress of what has been well called, 
“the most important political fact of all time.” 


Editorial Policy of UNW 


The UNITED NATIONS WORLD is privately owned 
and completely independent of any official con- 
nection with the United Nations itself. Yet the 
magazine supports the United Nations as the only 
present hope of attaining world cooperation. It 
recognizes that the United Nations is not a perfect 
instrument. But its editors and a majority of its 
readers feel that the United Nations may well be 
the last chance to secure—for all nations—and all 
peoples—that permanent peace which must be 
achieved if the human race is to survive. Hence, 


UNW Is Exciting Reading 


UNITED NATIONS WORLD is authoritative. Its 
editors and contributors speak from a wide knowl- 
edge of world affairs. They are recognized experts, 
well-trained to observe, report and analyze, Edito- 
rial and news matter deal with politics, econom- 
ics, science, the press, sports, movies, the theater, 
books, radio—in fact any subject of international 
interest and importance. Profusely illustrated, it is 
further unusually instructive and entertaining. 
Well-conceived in layout and typography, it is 
sparkling to look at, easy to read. 


UNW Has Unique Readership 


The majority of its 85,000 circulation is among the 
key people in government, education, science and 
business in the U.S.A. Yet 5,000 copies go to lead- 
ers in these fields in 85 countries. Furthermore, it is 
read by all of the 113 government buying missions 
established in the United States. As a fountainhead 
of accurate information on every phase of inter- 
nationalism, it is every month extensively quoted 
by important United States publications and radio 
commentators, it is constantly used by the news 
services and is freely acknowledged as important 
source material by members of Congress, govern- 
ment officials, educators and leaders of opinion, 
both local and national. And among the members 
of the Secretariat and delegations to the UN, the 
magazine is considered official reading. 


Investigate UNW 


Ask for concrete, impartial evidence of the caliber 
and importance of its 85,000 circulation and over 
330,000 readership as revealed in an unbiased 
survey recently conducted by Fact Finders Asso- 


ciates, Inc. 


Let us tell you more about this unique and impor- 


= Ges =, 


|lic relations document for the {lm 
industry, was described as aq 
| “tedious, uninspired, boring film.” 
He blamed public relations people 
for its content. 

He urged the ANA to expand its 
research into motion pictures and 
their audiences and distribution, 
and advocated setting up a code 
of standards for commercial films 
which will remove many of the 
present objectionable practices. 

The group also saw the new 
“March of Time” on public rela- 
tions. On the screen appeared Eq- 
ward L., Bernays, Ben Sonnenberg, 
the late Ivy Lee and other public 
relations operators, and the |let- 
terheads of many a familiar pub- 
lic relations company. The prin- 
cipal portion of the film followed 
Albin Dearing, a Manhattan pub- 
lic relations consultant, with par- 
ticular emphasis on his exploita- 
tion of Aspen, Colo., after a client 
had become interested in it. 


Other Movies Displayed 


The documentary describes, ip 
sketchy fashion, the fields public 
relations penetrates. In introduc- 
tion, Mr. De Rochemont said he 
thought it had caught little of the 
theory and practice of the field, 
and had evaded its patois. Most 
of the advertising and public re- 
lations people who see it probably 
will agree with him. 
| The meeting also heard J. M. 
|Shaw, assistant vice - president, 
American Telephone & Telegraph 
|Company, and saw AT&T’s docu- 
|mentary on centennial 
|Alexander Graham Bell; J. H 
| Shields, executive vice-president, 
| Superior Coach Company, Lima, 
|O., showing “Priceless Cargo,” a 
| documentary safety film on school 
practice, and Lawrence B, 
|Sizer, divisional vice - president, 
Marshall Field & Co., showing “By 
| Jupiter,” a courtesy training film. 


Kathryn Names | Salfield 


Emil Salfield has been ap 
| pointed assistant sales manager in 
| charge of the St. Louis territory of 


| Kathryn, Inc., Chicago, maker of 


|Forever Amber perfume and co 
|logne, Fresh Dated lipstick, Nu 
| Youth hormone creme and Kath 
ryn’s Creme-Pact. 


‘Henschel Joins Ciba 
| Frank O. Henschel, formerly 
advertising manager of the bio 
chemical division of Interchemical 
Corporation, Union, N. J., ha 
joined the advertising departmen 
of Ciba Pharmaceutical Products 
Inc., Summit, N. J. 
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the magazine remains free to suggest 
or support constructive measures to 
strengthen the United Nations organi- 
zation, to point out its weaknesses and 
to praise its accomplishments. It avoids 
taking sides on controversial national 
questions except as they affect the 
overall global scene. 


tant magazine and how it can yield 
dividends on your advertising dollar. 


* * * 


UNITED NATIONS WORLD, Inc., 385 Madison Ave., 
New York 17, New York: Egbert White, Publisher; 
George B. Sadler, Associate Publisher; Houston 
Boyles, Advertising Manager. Advertising Repre- 
sentatives: Blanchard Nichols, Inc., 2020 Russ Bldg., 
San Francisco and 448 South Hill St., Los Angeles, 
Calif.; John M. Sweeney Company, 176 Federal St., 
Boston, Mass. 
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Relations Program 


ATLANTIC City—Plans for a 
proadened public relations pro- 


yf ram were approved by the Out- 
Advertising Association of 
‘ed Eq.pimerica at its annual convention | 
enberg mere last week. 

public The new program, to be de- | 
he let. eloped under the policy advisory | 
1r pub- ommittee, with a chairman in) 
e prin.genarge of educational and public | 
dlloweqgervice activities at all levels, is | 
n pub-gexpected to result in the dissemi- 
th par- mation of informational material 
<ploita-gon outdoor advertising among, 
a clieni[iVic Organizations, clubs, trade | 
it. bssociations and educational insti- | 

utions. 

ed Approval of a resolution on this | 
ibes, ingsubject by the members and board | 
publicifof directors followed the submis- | 
troduc-{ion of a number of proposals for | 
said heffassociation action by Edward C. | 
of the—/#Donnelly Jr., John Donnelly 
ie fieldf#Sons, Boston, a former president) 
;. Mostifof the association. Most of them, 


blic re- 
robably 


1 J. M. 
‘esident, 
‘legraph 
's docu- 
nial of 

J. 
“esident, 
, Lima, 
irgo,” a 
n school 
B, 


including a proposal for the estab- 
lishment of a sub-committee on 
service standards to insure uni- 
ormity of service in the outdoor 
field, were adopted. 


Other Measures Killed 


Two other resolutions, contro- 
versial in character, were voted 
ljown by the membership. The 
irst, regarded as aimed at Gen- 
ral Outdoor and Foster & Kleiser, 
would have prevented any one 
company from having more than 


resident—/Mwo representatives on the board 
‘ing “Bygpf directors. The other would 
ing filmffave required the president and 


field 


en ap- 


‘hairman of the board to be one 
person and to be elected by the 
membership. The chairman of 
he board, now the chief executive 


tare ofpicer, is chosen by the board of 
saker of™lrectors. 
and com B. W. Robbins, president of 
ck, Nu@fGeneral Outdoor Advertising 
d Kath#{Company, reported that the new 
iome of the association, at 24 W..| 
Huron St., Chicago, will be com- 
cl pleted and occupied before the 
formerlirst of the year. It will give the 
the biofissociation greatly enlarged fa- 
chemicafilities. 
J., -— Frank Dunigan, Brinkman Com- | 
cate pany, Ft. Wayne, Ind., was re- 


Suying 


lected chairman of the board of | 
he association by the directors. | 
. B. Stewart was reelected treas- 
rer and J. C. Hodges reelected 
secretary. Herbert C. Fisk was 
reelected executive vice-president 
ind secretary, while Herbert G. 
Fisk was reelected executive vice- 
president and general manager. 


Sales Hit Peak 


President Kerwin H. Fulton of. 
Jutdoor Advertising Incorporated 
reported that 1947 sales volume} 
has set a new high record since | 
lhe establishment of OAI 17 years | 


= ago. 
ey Many outdoor advertising ex-| 
ecutives of advertisers and agen- | 
ties were in attendance at the con- | 
t, Too? vention, Displayed on the Board- | 
walk adjoining the Ambassador | 
beer where the convention was 
af. sef™eld was a poster carrying the fol- 
owing message: “To the plant| 
you Owners of America: Thanks for | 
everything. Nash.” | 
all + West Asks New Audits 
a Paul B. West, president of the 
Association of National Advertis- 
s of rs, urged the association to re- 


‘ume Traffic Audit Bureau service 
utdoor plants, saying that no 


|circulation, and urged that enough 


Disc Jockey Show 


| “What 
|This, of course, is the cue for the 


| 


s have been made since 1941 | 


Last Minute News Flashes 
Calox Boasts ‘38% Brighter Teeth’ 


New YorK—McKesson & Robbins will introduce in Collier’s and 
The Saturday Evening Post this month the theme “38% brighter teeth 
in seven days,” for Calox tooth powder. The theme, undergoing a 
six-month test in newspapers of Buffalo, New Haven and Rochester, 
was first introduced, McKesson says, before Sterling Drug’s West’s 
toothpaste was launched in a $1,500,000 campaign this fall on the 
theme ‘2% to 5% times brighter.” J. D. Tarcher & Co. handles 
Calox advertising. 


DuMont Introduces New Set in Newspaper Drive 


New York—Allen B. DuMont Laboratories will spend $100,000 on 
a six weeks introductory advertising campaign for its new table model 
FM-television receiver. Teeing off with full pages in daily news- 
papers in this area, the drive will be extended to other television 
cities. Spot announcements on FM, AM and television stations are 
to be used, the schedule to be worked out later. Buchanan & Co. is 
the agency. 


Expands Distribution of French's Instant Potato 


ROCHESTER—R. T. French Company, through J. Walter Thompson 
Company, is expanding distribution of French’s instant potato (in- 
troduced here last fall) to New England, with 1,000-line insertions 
scheduled for the Daily News, Springfield, Mass. Test copy ran last 
summer (AA, July 7) in Syracuse and Youngstown, O. 


GF Runs Coupon Offer for Satina 

New YorK — General Foods Corporation is placing two-column 
coupon offer ads for Satina in November issues of American Home, 
Better Homes & Gardens, Country Gentleman, Ladies’ Home Journal 
and Woman’s Day. The campaign is expected to continue during 
1948. Agency is Young & Rubicam. 


Wilson Brothers Account to BBDO 

CuIcAGo—Wilson Brothers, manufacturer of shirts, shorts, ties and 
other men’s wear, has placed its advertising account with the Chicago 
office of Batten, Barton, Durstine & Osborn. 


Buchanan & Co. Gets Helene Curtis Account 


Cuicaco — Helene Curtis Industries, maker of cosmetics and toi- | 


letries, has appointed Buchanan & Co.’s Chicago office to handle its 
account. The budget is believed to total $500,000 annually. 


Ganger, and chairman of the Na-| 


tional Outdoor Advertising Bu-| ‘Esq uire’ Wins 
reau, declared that the Ft. Wayne | Calendar Rights 


outdoor study gives advertisers 
in Varga Case 


for the first time a measure of the| 
cost per thousand of outdoor 


studies be made all over the coun- 


injunction preventing Globe 
try to enable a measuring stick to 


be applied to the medium on the endars from using the slinky 
basis of costs, which he predicted Varga girl on calendars and post- 
would be found to be the lowest ers, 


of all media. 
(Other OAAA Convention news 
appears on Page 34.) 


The federal court here has not 


by the magazine against Albreto 
Vargas, original 
drawings, and William R. John- 
stone, former Esquire advertising 
executive, who also plan to make 
| Varga-girl calendars. 

New York—S. Klein, New York | Varga Calendars and Globe 
clothing store, has come up with | Poster will be allowed to sell 
a new gimmick for a disc jockey | copies of a 1948 Varga calendar 
show. \they have already printed, the 

The 30-minute show, to be| Magazine disclosed. 

heard for 52 weeks over WNEW, ae 
is called “The Inquiring Recorder” |Chicago Papers Delayed 
and is being promoted as a “mo-| Chicago newspapers last week 
bile” disc jockey broadcast. Lonny | reported that a slowdown by 


Klein Sponsors 


| Starr will interview customers in | members of Chicago Typograph- 


ical Union had delayed printing 


the store, ending each chat with: 1a I 
of several editions of the six dail- 


is your favorite tune?” 


7 , , |would lead them to complain of 
musical numbers which will be) unfair labor tactics to the NLRB. 
played later when the show goe€s/{nion leaders denied knowledge 


on the air three times weekly.| of the slowdowns, and the dailies 


Time was bought through John A.| were not delayed Wednesday. The 
Cairns & Co. ITU local is seeking higher wages 
WNEW also sold another spon- | but negotiations are at a standstill 
sor on radio for the first time last | over the closed shop issue. 
week when Consolidated Laun-| et eee 
dries Corporation signed to spon-| Mutual Ups Kearney 
sor a 15-minute show daily, an| Don L. Kearney has been named 
hour show weekly and spot an-| the Mu- 
_|tual networ cooperative pro- 
on its |8tams. Before joining MBS last 


P ear, he was an account executive 
600 trucks to plug its new shows. | the Katz Agency, 
|radio and newspaper representa- 


Beck Joins Campus | tive. 


Burton D. Beck, former director 
of research of Fawcett Publica- ‘ 
tions, New York, has been ap-| ,Tom Revere has resigned as 
pointed general manager and part- | vice-president and chairman of 
ner of Campus Advertising, New the plans board of Donahue & 


York, where he will be in charge Coe, New York. He will announce 
of all creative activity. |future plans later. The agency 


Revere Leaves Donahue 


|does not plan to appoint a suc-| 


|cessor to Mr. Revere. 


Promotes Sports Show 


EMERGENCY! 


To save wheat for our hungry friends 
in Europe, the Citizens Food Committee 
asks you to: 


1—Use no meat on Tuesdays 

2—Use no poultry or eggs on Thursdays 
3—Save a slice of bread every day 
4—Clean your plate at every meal 


SAVE WHEAT + SAVE MEAT 
NAVE THE PEACE 


WARNING—This poster is included in 
kit assembled by Citizens Food Com- 


mittee for mailing to mayor's com- | 


mittees in 10,000 cities. Initial adver- 
tising and publicity phases for the food 
campaign are now completed, with the 
committee looking toward additional 


Cuicaco — Esquire has obtained | 


Poster Company and Varga Cal-| 


yet ruled in a similar case brought | 


creator of the} 


ies and that further slowdowns | 


New York, | 


audited since 1939. 

urged building values into 
S, warning that excessively 
rates may price a medium 
f business. 

Joe Dawson, of Geyer, Newell & 


PHICAGO 10, 


that half the panels have not | 


C. C. Fogarty Company, Chicago,, Conner Co. Appointed 


|\has been appointed agency and| Conner Company, San Fran- 


'special promotion counsel for the cisco, has been appointed to handle | 


|International Sports, Travel and|the account of Golden Nugget 
|Boat Show to be held Feb. 27-|Sweets Ltd. Spot radio announce- 
|March 7 at the Navy Pier, Chi- | ments will be used initially to 
| cago. | promote Big Hunk candy bars. 


ideas “for the long haul." 


AF M Strategy 


Is Weighed 
by Music Industry 


| New York — Record manufac- 
|turers last week still were trying 
|to decide if James C. Petrillo in- 
tends to go through with his threat 
|to stop recording next year or if 
|he is fencing for a better business 
|deal for his American Federation 
Musicians. 

Meanwhile, network broadcast- 
ers — fearing that the recording 
ban is a sign of what they can ex- 
pect when their contracts with the 
AFM expire Jan. 31—are pre- 
pared to use records on coast-to- 
coast shows if musicians leave 
their microphone bandstands. 

Whatever strategy making was 
| going on behind closed doors, the 
activity of the National Associa- 
tion of Broadcasters’ music in- 
dustry committee was out in the 
open. This group, authorized at 
this year’s NAB convention, will 
hold its organizational meeting 
Wednesday in Washington, with 
representatives of television, re- 
|cording, transcription and broad- 
|casting industries present. 
| Royalties paid to the AFM for 
| phonograph records alone in 194 
totaled $1,575,814. If it is this 
‘loss of revenue —such royalties 
are banned under the Taft-Hart- 
law—which is causing Mr. 
|Petrillo’s concern, an authorative 
/source in the record industry in- 
‘dicated the problem may be less 
difficult. 

Schedules on singing commer- 
cial production are being stepped 
}up. And at least one company is 
|planning to use novelty instru- 


|ments as accompaniment if neces- | 


sary. 


Lewyt Sues Health-Mor 


Over Patent Rights 

Lewyt Corporation, New York, 
has brought action in federal court 
in Chicago for an_ injunction 
against Health-Mor, Inc., Chicago, 
sales agency for Filter Queen vac- 
uum cleaner. The suit asks for a 
judgment holding patents of 
| Health-Mor invalid. 

A. E. Kramer, vice-president of 
Health-Mor, said his company 
welcomes the suit over patents in- 
volving Lewyt and Filter Queen 
vacuums, as it will determine pat- 
ent ownership which his firm has 
|sought to test previously. 


To Promote Turkey 

Texas Poultry & Egg Associa- 
|tion, Fort Worth, will spend $35,- 
000 (obtained by a cent-per-head 
levy on the 1947 turkey crop) to 
advertise turkey as a year-round 
dish. Half the amount will be 
spent in Texas and half will be 


|}spent nationally through the Na-| 


|tional Turkey Foundation. A 
‘similar ad fund has been raised 
by the Texas Turkey Federation. 
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BMB Says MBS’ 
‘Listenability’ 
Needs More Study 


New YorK—Hugh Feltis, presi- 
dent of Broadcast Measurement 
| Bureau, has indicated that there 
| are many questions to be answered 
|about Mutual’s “listenability” be- 
fore BMB can decide whether to 
|adopt this technique. 

_ Mr. Feltis discussed the bureau’s 
reactions to MBS’s engineering 
‘study at the annual luncheon 
/meeting of Pulse, Inc. 
_ Mutual has delayed signing with 
| the bureau, pending a study of its 
‘engineering coverage survey. 
| Meanwhile, provisional contracts 
‘from the other three major net- 
| works, hinging on Mutual’s sub- 
| scription, are being held up. 

Questions raised by BMB’s tech- 
nical committee on “listenability,” 
according to Mr. Feltis, include: 

1. Is the noise level in propor- 
tion to a city’s population as MBS 
assumes or is industrialization a 
more important factor? 

2. Is an average acceptability 
standard for the entire nation re- 
liable in view of the higher stand- 
ards in such sections as the New 
| York area? 
| 3. Do advertisers and agencies 
want a measurement of where a 
station throws an acceptable sig- 
nal? 
| The BMB president ended with 
an indirect plea to Mutual: “I 
cannot believe that Mutual would 
| want to be a party to the dissolu- 
‘tion of BMB. I believe that, when 
_the chips are down, Mutual will be 
|in there fighting for the preserva- 
tion and growth of BMB.” 
| 
Whole World Can 
Hear Lillibet and 

Philip Say ‘I Do 

New YorKk—Princess Elizabeth’s 
“T do”’—thanks to the BBC’s over- 
seas service and the four U. S. 
networks—probably will be the 
only marriage vow which was 
ever heard around the world. 

The American networks, if not 
,all of their listeners, will be up 
and doing bright and early Nov. 
|20—6 a.m.—to cover the entire 
|marriage ceremony of Her Royal 
Highness and Lt. Philip Mount- 
batten. 

To assure the worldwide audi- 
ence of missing none of the pro- 
ceedings, there will be 21 micro- 
phones installed throughout the 
Abbey. They will be turned on 
from 11 a.m. to 1 p.m. (6 a.m. to 
8 a.m., EST). And the BBC, 
which will shortwave two hour 
long rebroadcasts of the ceremony 
later in the day, will provide com- 
mentaries in seven languages. 

The shortwave broadcast to this 
country will be a joint operation 
of the four major American net- 
works. Two radio reporters will 
|be permitted inside the Abbey— 
| one representing BBC and one 
|representing the U. S. networks. 
| Perched up in the organ loft, they 
'will give an eye-witness color 
commentary on the proceedings. 


Telicon Changes Name 


|“ Pending the outcome of litiga- 
|tion with Telechron, Inc., a Gen- 
eral Electric Company subsidiary, 
Telicon Corporation, New York, 
television set manufacturer, will 
operate under the name of Telicor 
Corporation. Telechron, maker of 
clocks and motors, has obtained a 
preliminary injunction restraining 
| the television company from using 
the name Telicon. At the same 
time Telicor announced that it has 
started production of two more 
large screen models. 


Clark Joins Agency 

Robert Clark has joined the pro- 
duction department of Brooke, 
Smith, French & Dorrance, De- 
troit and New York agency. 
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For all you know, ‘‘Smulg”’ may be 


the world’s prize thirst quencher. 
question: So why don’t you drink it ? 
anSWeP: Because you never heard of it. 


moral: Smulg,Incorporated will never 
issue a dividend. 


anecdote: 


Once upon a time there were two don- 
keys. Donkey #1 said, ‘‘All advertising 
is more or less offensive, but radio 
spot announcements are the worst. No 
product with which I am associated 
will ever use spot announcements.” 
Donkey #2 replied,‘‘I agree with you.”’ 
Donkey #1 said, ‘Why?’ Donkey #2 
said, ‘“‘Because I’m a donkey, too.” 


statistics: 


Radio spot announcement campaigns 


— good ones, that is — do astonishing 
sales jobs...achieve amazing product 
identification...take products as ob- 
scure as “Smulg’’ and turn their names 
into buy-words almost overnight. 
Through clever spot campaigns, smart 
advertisers wax sleek and prosperous. 


All it takes to be a smart advertiser 
is a smart radio spot campaign and 
steady nerves. 


objection: 


If good spot campaigns are wonderful, 
what about bum ones? 


rejoinder: 


A bum is a bum the world over. 


Sales talk: 


An important part of our business is 
preparing and placing good spot 
announcement campaigns for smart 
advertisers. Many years ago we were 
the first advertising agency to “‘show- 
manize”’ radio spots. Today, what we 
know about these tricky little bits of 
dynamite is just about Everything. 
Clients who have cashed in on our 
knowledge are very happy with us 
when they look at their sales figures, 
and especially when they figure their 


cost per sale. We would love to spread 
some of that happiness your way.* 


hig-hearted gesture: 

We have prepared a booklet that con- 
tains all the basic facts about radio 
spot announcements. Every advertiser, 
whether he uses spot announcements, 
contemplates using them, or just wants 
to understand what he hates, should 
have a copy of our booklet. We call it 
“Everything About Spot Announce- 
ments”’ —a big title for a fast-reading 
little book that discusses every angle 
of spot announcements... their prepa- 
ration—time buying—the setting up 
of schedules...in fact, a quiek once- 
over of everything we’ve learned 
about “spots” through the years. 
“Everything About Spot Announce- 
ments” belongs in every advertising 
library—and it’s free for the ask- 
ing. Write for your free copy today. 


Schwimmer & Scott, Inc., 
75 E. Wacker Drive, Chicago 1, Ill. 


Schwimmer & Scott clients for everything in the field of advertising include 
America’s biggest drug chain; a national magazine with circulation in the millions; 
a famous big-selling cigar; two of the country’s most popular candy bars; and over 
a dozen regional clients who are leaders in their fields. Radio spot campaigns have 


scored heavily for all of them. 
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